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NEW! 


Indiana Satin-Finish 


The most-talked-about creation of the year 





PBROzICAR /\ 


This marvelous new satin-finish rubber, created and 
used exclusively by BALL-BAND, has won the ap- 
proval of leading stylists and buyers. Women, too, 
give it instant preference and willingly pay you a 
price that includes a better margin of profit. When 
you add to this new beauty the smartness of BALL- 
BAND styles, the perfection of fit and the fine tailor- 
ing which have won style leadership for BALL-BAND, 
you have an irresistible combination for more sales 
and more profit. Write for new Catalog showing the 
exclusive styles in the NEW SATIN FINISH that will 
be offered in the better stores as “the hit of the 
season.” 


INDIANA 
ARIEL CROQUET 
CARMA LAST 
See catalog page 44 


INDIANA 
MONOPUL SAVOY 
OPAL LAST 
See catalog page 37 


Mishawaka Rubber & Woolen Mfg. Co 
280 Water Street, Mishawaka, Indiana 


New England and Greater New York dealers may address 
Dunham Bros. Co., Dept. A, Brattleboro, Vt. 


Galoshes — Rubbers — Tennis — Etc. 
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THE NVE'W SPRING LINE OF- 


Billiken 
— Arch Shoes 
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Enthusiastic? Gentlemen, you will say we didn’t 
half tell the story when you see this incomparable 
line of BILLIKEN ARCH SHOES for Spring. 


Though our designers boasted for months, we were 
actually amazed—amazed at the beauty, light airy 
styles, the master workmanship of these 1932 
BILLIKENS. 


Selling appeal fairly shining out of each richly 
finished shoe—features to be found nowhere else in 
footwear—positive Arch principles perfected by 
thorough University research—these we saw—these 
and more are awaiting your inspection. 


So we say with genuine sincerity by all means see 
this remarkable new line—designed FOR EVERY 
MEMBER OF THE FAMILY, and priced and 


styled to appeal to all. 


Again we say—when you see this new line you’ll 
say we didn’t half tell the story. 


BILLIKEN ARCH SHOES are made to retail 
at $3, $4 and $5. 


McELROY-SLOAN 


“The Billiken Shoemakers” 
ST. LOUIS MISSOURI 
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_ A TRULY REMARKABLE SERVICE — 


* AND REVISED PRICES—JUST SUITED 


TO THE TIMES... Toot phigh 


Consider this one advantage which all Foot Delight customers enjoy — a stock department with 125 styles 
—an extremely wide range of sizes — always ready for immediate delivery. Leading merchants in practically 
every city are frequently astonished at the perfection of this service. But the real success of Foot Delight shoes 
lies in the enthusiasm and loyalty of the women who wear them. When a woman has discovered how ex- 
tremely light and smart they are — when she has sensed the thrilling buoyancy of step they give — when 
she has found a new and perfect freedom from fatigue —her loyalty is certain and permanent. Forever she is 
happy in Foot Delight and never really happy in anything else. The price range of Foot Delight has always 
been extremely favorable to our customers and to the wearers of our shoes. The Foot Delight proposition 
has always been recognized as “competitively strong”. We are determined that it always shall be and are re- 
adjusting our prices in keeping with the times. And so, as another season approaches, Foot Delight customers 
will have the same protection and the same remarkable service. Our whole purpose is to help them in build- 


ing a permanent business of the most profitable kind. Bancroft Walker Company, Boston, Massachusetts, 


e Reg. U. S. Pat. Off. 


PICK A G0o0D LINE ..-. +e AN D STICK TO IT 


Vol. Ligh No. 10. Published every week by the Boot & Shoe Recorder Publishing Company, Division of United Business Publishers, Inc., 239 W. 39th St., New York, N. Y. 
second-class matter Sept. 19, 1925, at the Post Office at New York, N. Y., under the act of March 3, 1879. Subs ption price, $3.00 per year. Printed in U. S. A. 
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“Snowy, sparkling, absolute white"—that 
is the advice of fashion authorities for next 


#p o> season's shoes, based on positive indications at 


every style source. 


“Snowy, sparkling, absolute white” is the description 
anyone would apply to LEVOR'S “WHITEST 
WHITES" in glacé finish. 


WHITE LEVOR GRAIN GOAT 
(Genuine Kid) 


WHITE LEVOR GRAIN KID 
(Genuine Cabreita) 


LEVOR WHITE SUEDE 
(Genuine Kid) 




















Y/Y 























WOrls NEXT y, EA 


WHITE LEVOR GRAIN LEATHERS 


















AR 


are washable* 


This quality of tanning and finish will mean a great deal to every 
manufacturer and retailer next year. 


The easy cleaning feature of LEVOR white kid insures thorough cus- 
tomer-satisfaction. “THE WHITEST WHITES” stay white; are easy 


to keep immaculate in appearance and the facility of soap and water 





cleaning prolongs the good wearing quality of your shoes. 


are lanned ty 


G. LEVO kK CO. inc 


* Instruction leaflets 
offered for every pair 
of white kid shoes. 
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THIS SEMI-SOFT COUNTER FEELS 








RESS an Armstrong Cork Counter as far 

down as you wish—it will always come 
back to its original shape without a trace of a 
crease or wrinkle. Why not offer your cus- 
tomers this lasting comfort and style? Have 
them press the counter and feel its softness. 
Then let them see how smooth and shapely 
Armstrong’s Counters stay. Semi-soft counters 
give*the wearer ‘“‘broken in” comfort the 
moment he tries on the shoe. No chafing, no 
pinching. Being light, they are especially appro- 
priate for the summer-weights you'll soon be 
ordering. Get a sample pair or trial lot the next 


“BROKEN IN” 


YET /T 
NEVER WRINKLES NOR 


GETS OUT OF SHAPE 











time you buy. Simply specify Armstrong Cork 
Counters. Or, if you’d rather, write direct to 
us for the names of manufacturers 
that use them. Armstrong Cork Co., 
933 Arch Street, Lancaster, Penna. Product 


Ask for 


ARMSTRONGS 
CORK COUNTERS 


ATLANTA . Boston . CuicaGo . CINCINNATI 
Derroir + NewYork -: #£ParapeLPHt1a -:_ Sr. Louis 


Armstrong’ 
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5555 Black Kid Corded Kangaroo Tip............ $4.50 


WR PE Satay 6 Fad case cewsvens cvekeeees $4.50 
$56 Black Kid, with Arch Support Insole........ 4.85 

Ge NE MBE i cei cdnnccticcectaxetatabesscece 4.85 
COMBINATION 


AA toE 





60 os ag Reaes ppbsaaresensnth es $4.50 

s above wit rch Support Insole........... 4.85 
OF ME, CME ok. os ccics ca epaceeeienasinebdsecas 4.50 
ORTHOPEDIC 


AA to E 









30 Tan Calf, Sorte Viscol PR. sv acee2cse $3.85 

50 Black Boarded of epeens Vi Sole.. 3.85 

70 Black Kid, ‘hoa | Eee ar 50 
$70 Same as above. Arch Supoect Insole........ 4.85 
K74 Heavy Black Kangaroo Viscol Sole.......... 4.50 
POLICE SHOE 
No. Pg «- - 84.00 

to EE 

il Black Galt Long 

Counter, Viscol- 


ized overweight 
double sole, Bar- 
bour Stormwelt 
Police 

Shoe. 
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MUSEBECK 
Yauble Flach (ear Stznight 
SHOE 


IN STOCK CATALOG 











yor competitors are talk- 

ing style and lower prices 
take the demonstrator model 
of the Musebeck Shoe and 
show your customers the 
Double- Arch Wear- Straight 
features and the high quality 
materials in the best $7.50 
shoe in America. 


You will not have to sell the 
second pair. The shoes them- 
selves do that and you will be 
building up a list of steady 
customers. 


With a 40% mark up these 
shoes will take care of that 
overhead cost when those style 
and price shoes do not sell in 
volume as you expected. 


Take the worry out of your 
business. Play safe and make 
a steady profit. 





Terms 2% 20 Days, 30 Days Net 


MUSEBECK 
SHOE COMPANY 


DANVILLE, ILLINOIS 
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Sell Construction 


MAKE A PROFIT ON EVERY PAIR YOU SELL 


+ 













CUSTOM 
AAA to E 
oss Black | COE nc ck cdcdvcdedenpeecuevaanenewagad $4.50 
Gee ee GN a c cev cd Kevatuadeudsectdcedhuvecend 4.60 
CR FI 0 cevcscvercccsccccccesscoseuseses $4.50 
GU DME 60 ce ncicnceccecanssuecnescescseea 4.60 
WALL STREET 
AAAA to E 
$014 Black Calf Arch Support Insole..........++ $4.85 
OEE THlaeh Cale 2. ccccvccceseccescccccsccesces 4.50 
GIS Tan Call ..ccccccccccccesccocsscccecccces 4.60 
BLU-OXFORDS 
$04 Black Calf Arch Support Insole.............. $4.85 
Ge I TEE oi bdeedvccccdsededctescéancceeve 4.85 
Cp i rr rrrrrr errr Tr rere ere 4.50 
COMBINATION 


to E 





BANKER | 


AA to E 









OOD Tite: EUW go icici reds cccedccicccccetaces $4.50 

$056 Black Kid, Arch Support Insole............ 4.85 

CRS BUOW BIG occ ccccccccccccscccccccccsccce 4.85 
BROUWER 
RESEARCH 


No. 100 


AA to E 


0170 Black Kid, 
0175 Brown Kid ........ccccceeees seccccccecs 4.85 











MEN’S SHOES (RUBY KID) 


No. 248—Black Kid Blu- 
cher, Hub last..... $3.85 


Ne. 468—Black Kid Blu- 
cher, Kangaroo tip, Pal 
BONE ecveccececessey $3.35 


No. 474—Black Kid Blu- 
cher, Munson last. .$3.45 


No. 562—Black Kid Blu- 
cher, rabber heel, heavy 
single sole, Pal last.$3.35 


No. 563—Black Kid Bal., 
single heavy sole, 8 wide. 
Jumbo last......... $3.45 


No. 564—Black Kid Blu- 
cher, Chocolate leather 
lined, Munson last. .$3.45 


No. 56°—Black Kid Blu- 
cher, 8 wide, Jumbo last. 
$3.45 


No. 567—Black Kid Ral., 
Plain toe, Globe last. 
$3.35 


No. 569—Black Kid Bal., 
French plain toe, Bigfit 
BONS cacecccveccose $3.45 


No. 578—Black Kid Blu- 
cher, cushion sole, Frank- 
Wal BONE céccccccvces $3.45 


No. 657—Black Kid Blu- 
cher, Russet leather lined, 
Franklin last...... $3.25 
Same in Brown. 


No. 665—Black Kid Blu- 
cher, 8 wide, Jumbo last. 
$3.25 


No. 755—Black Kid Bal., 
corded tip, City last. $2.75 
Same in Brown. 

No. 758—Black Kid Blu- 
cher, Pal last...... $2.75 
Same in Brown. 

No. 759—Black Kid Blu- 
cher, Franklin last.$2.85 
Same in Brown. 

No. 765—Black Kid Blu- 
cher, double sole, 8 wide, 
Semen WE oc cccsted $2.85 


No. 5247—Black Kid Blu- 
cher Oxford, Arch last. 
Same in Brown. $3.75 


No. 5375—Black Kid Blu- 


cher Oxford, ‘‘Special 
Arch feature,”’ Correcto 
BSE ccccccccvccccce $3.45 


Same in Brown. 


No. 5378—Black Kid Blu- 
cher Oxford, Hub last. 
$3.45 


No. 5479—Black Kid Blu- 
cher Oxford, Jumbo last, 
B WIGS ceccccscveee $3.35 
Same in Brown. 


No. 5°5°—Black Kid Bal. 
Oxford, Chic last, 7 wide. 
$3.35 


No. 5578—Black Kid Blu- 
cher Oxford, cushion in- 
sole, Haig last..... $3.35 


No. 5652—Black Kid Ox- 
ford, corded tip, City last. 
Same in Brown. $2.80 


No. 5654—Black Kid Ox- 
ford, corded tip, Chic 
BS cccsucessctane $2.80 
Same in Brown. 


No. 5655—Black Kid Bal. 
Oxford, 8 wide, Jumbo 
Wass ccccccccccscese $2.85 


No. 5657—Black Kid Blu- 
cher Oxford, Franklin 
BATS cccccccccccceces $2.80 
Same in Brown. 


No. 5658—Black Kid Blu- 
cher Oxford, Pal last. 
Same in Brown. $2.80 


No. 5755—Black Kid Ox- 
ford, corded cap toe, City 
BM cccccvcsccescue $2.60 
Same in Brown. 


No. 5758—Black Kid Blu- 
cher Oxford. Pal last. 
Same in Brown. $2.60 


MEN’S SHOES (PEACOCK KID) 


No. 418—Brown Kid Blu- 
cher, Pal last...... $3 


No. 523—Brown Kid Bal., 


Jumbo last ........ $3.45 


No. 525—Brown Kid Blu- 
cher, Jumbo last... .$3.45 


MADE OF 





FOR INSURING A 
IN THEIR 

























The Franklin Shoe Co. carry 29 styles in stock 
which are made of RUBY KID and also 16 
brown kid numbers made of our Peacock 
Colored Kid. 

We have pleasure in illustrating two favorite 
sellers as well as their complete list of other 
kid styles in stock. 

Franklin Shoes are “on the air” over the 
Yankee Network each Thursday afternoon at 
5:45 standard time. 

Style No. 248 black kid blucher boot made of 
Ruby Kid, Hub last. 

Style No. 5375 black kid blucher oxford made 
of Ruby Kid, Correcto last. 
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UNIFORM STANDARD OF QUALITY 
BLACK KID SHOES 


FRANKLIN 


SHOE COMPANY 


OF BOSTON 
Standardize 


(Auby 











The Franklin Shoe Co. is one of the longest established shoe merchandising 
organizations in Boston’s famous market. 


In keeping with New England tradition they have long been committed to 
quality merchandise, and attribute in large degree the loyalty of their customers 
to their strictly maintained standards. 


It is with natural satisfaction that we are permitted thus to quote some of 
their reasons for standardizing on RUBY KID: 


“RUBY KID assures us repeated uniform standards of quality, and service 
that is exceptional. It affords that smoothness of texture combined with shape 
retaining firmness which meet our ideals in shapely and durable shoes.” 


The Franklin Shoe is built by B. A. Corbin & Son Co. whose 95 years of accumu- 
lated experience in shoe making is in itself a powerful quality background. 


JOHN R. EVANS & CO. 


Camden, New Jersey 


St. Louis Philadelphia 
Milwaukee Rochester 
Cincinnati Boston 


“RUBY KID IS A DEFINITE SALES INFLUENCE” 
STANDARDIZE ON EVANS BRANDS 


LEATHER 
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No. 1436 





FOR THE HOLIDAYS 


PRICE—has apparently been the chief factor and in most cases the deciding factor in 
the placing of your slipper business for the coming Holiday Season. 


With the merchandise in the store, however, PRICE slips quietly into the back 
seat and quality and appearance stage a comeback. 


The first thing your customer does with a pair of gift slippers is to remove the price tag. 
It is therefore obvious that some things other than the price were responsible for the 
final purchase. 


Those other things can usually be found in Evans-Standard, Genuine-Hand-Turned 
slippers as made in the Evans factory for the past forty years. 


Thirty lines are now In-Stock to care for your last minute Holiday requirements. 
Priced at $2.00, $2.35 and $2.60. 


L.B. EVANS’ SON CO. 


524 SrATLEN BLbe. WAKEFIELD aca a a a MASS. 807 MARBRIDGE BLDG. 


ne ee 
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Next Week 
You Will Find 


in “The Recorder” 


Buy What for Spring? 


PELHAM BARR will tell you in this 

issue: “Stop laying wreaths at the 
tomb of the unknown customer” for 
it is up to new ideas and new mer- 
chandise to lift the lump out of the 
slump. 

“A lot of retailers in 1928 and 1929 
suffered from sore elbows from patting 
themselves on the back for being smart 
merchandising men. And now they an- 
nounce a sale in type big enough for a 
love-nest murder in a New York tabloid 
and they cut prices 75 per cent, and 
the morning of the sale finds them 
looking under the counters to see if a 
customer happened to get lost there. 
A few sales like that and the mer- 
chants in town go into a huddle and 
work up a big ‘Buy Now’ campaign. 
The customers salute with their thumbs 
and retort, ‘Yeah! Buy what now?’” 

In this issue, look for the answer to 
“Buy What?” NOW for Spring. 

You will wish to read about what 
happened at the convention of the Na- 
tional Boot and Shoe Manufacturers 
Association and the Seasonal Opening, 
to be held next week in New York. The 
November 21st RECORDER will give you 
the highlights of both events, and in 
addition more merchandising pointers 
for holiday season. 
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WALK:-OVER ANNOUNCES 


THE NEW 


Walk-Over, the recognized leader 
in welt shoe manufacturing, again 
proves its superiority in smart 
design and superlative-fitting con- 
struction with this new custom- 
type last—the NEWPORT. 

To the Newport’s distinctive, 
well-bred trimness of line are 
added the qualities of the tight- 
fitting arch and smooth-fitting 
vamp that are major selling fea- 
tures of all Walk-Over shoes. 

The Newport, illustrated, is 
Stock No. 1827, for immediate re- 
tailing at $8.50. Black Highland 
grain, 7/8 custom heel. Nationally 
advertised in December Vanity 
Fair. 

Write for further information 
on other fast-selling patterns on 
this smart new last. Remember, 
our In-Stock Department, the 
world’s largest handling fine shoes, 
will give you 24-hour service on 
your orders. The Newport will be 
carried in stock in several pat- 


terns, for street and sportwear. 


NEWPORT 
LAST 





WALK:-OVER 


GEO. E. KEITH COMPANY, CAMPELLO, BROCKTON, MASS. 





@ Don’t miss the Walk-Over exhibits in rooms 1200, 1201 and 1202 at 
the Hotel Commodore, New York, during the National Seasonal Opening 
and Shoe Display Week, November 16—20. See the new Walk-Over men’s 
lasts—the Newport, the Arena, the Fairway, Model R (Main Spring 
Arch) and the most appealing, saleable, women’s Walk-Over line 





that ever ran away with any show. 
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The VOICE of the TRADE 


Nobody likes to 


buy better than the buyer. His 
Seventh Heaven is in a sample 
room with new shoes and patterns 
to select. But many a budget has 
clipped a buyer’s wings, and we 
are hearing a new and immovable 
alibi. Once the buyer said: “Wait 


until the show;’’ but here we are 





just before show time, and the ac- 
cusation of shows retarding buy- 
ing gives way to the new excuse 
—“the wicked budget.” What we 
now need is something that will 
budge the budget—something that 
will give relief to the buyer whose 
primary urge is to buy wherever 
samples are spread. 


* * * 


a salesmen wanted 
a buyer’s order. One got it. He 
had P. A. (Personal Appearance). 
Both of these salesmen had a 
product of about equal merit—yet 
one of these salesmen lost out be- 
fore he had even said a word. His 
careless P. A. made a negative 
approach immediately. The other 
salesman, by his smart new clothes, 
showed the respect he had for 
the buyer. He got the order. If 
your P. A. is holding you back, 
correct your wardrobe.” 

The above appears in a four- 
column illustrated advertisement 
by the Chicago Herald & Exam- 
iner. It contains a suggestion: 


“Read the men’s apparel adver- 


Boot AND SHOE RECORDER 


tisements in this newspaper.” 

Here’s a new approach to mak- 
ing the men buy apparel and shoes. 

But what’s to be done in the 
case of the young man selling ap- 
ples on 39th Street, New York? 
In conversation with him we found 
out that P. D. (Pre-Depression) 
he was a retail shoe salesman. We 
phoned around town and found 
him a job, but could he take it? 
No! The lapse of a year reduced 
his wardrobe to one clean but 
threadbare suit. What a tragedy for 
that same thing, P. A. (Personal 
Appearance) prevents him from 
opening the door to a new oppor- 
tunity. He is back on the pave- 
ment selling apples and will have 
to sell many an apple before he 
can get the necessary P. A. of 


his trade. 
k Ok Ox 


dd 
Ler’s take a walk.” 


It’s the best thing for two people 
with an argument to do. Strange 
to relate, if they walk it out, they 
step off parallel, and the mere fact 
that they are going in the same 
direction helps to bring about a 





solution. If they fought it out over 
a table, the conflict might become 
increasingly bitter. Nature’s own 
shock absorbers for the many steps 
of each day, the pads of flesh on 
the soles of the feet, are doubtless 
the best of cushion devices. When 
they become weak or soft, it is nec- 
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essary to bolster them up with 
health shoes of one sort or an- 
other. But the best course is to 
keep them in condition by fre- 
quent exercise, such as walking 
or more agile exercise, health per- 
mitting. The shoe clerk who ad- 
vises his customer to walk is pre- 
scribing to him one of the best 
remedies for ills that afflict the 
feet, even the entire body. 


x * x 
Weary Visitors to 


shoe factories are a safety prob- 
lem, for when they get weary they 
are apt to put their hands and feet 
in the darnedest places. Wilson 


TUT-TUT= I'LL TAKE 
MY NAP RIGHT fim 
HERE ‘ 


(2) 


Palmer of the United Shoe Ma- 
chinery Corp. spoke at the Twen- 
tieth Annual Safety Congress in 
Chicago this week and told of a 
merchant who, in going through 
the factory, rested for a moment 
and put his foot in a space sev- 
eral feet off the ground. In a 
twinkling he lost his toe and let 
out a shriek that could have been 
heard in the merchant’s home 
town. Of all the places to put a 
foot, he would find it. So now 
machinery has to be safeguarded 
not only for workers but for fu- 
ture weary visitors to factories. 














* * * 


Hesman Scheimberg, 
professor of foot orthopedics, il- 
lustrates the need for soldiers to 






iif 
Vil 
i 


be in good foot condition at all 
times by the following story: 

A new lieutenant stepped in 
front of his new command. He 
was a very erect and dignified of- 
ficer, but very short in stature— 
in fact, the shortest man present. 
He shouted: “Company atten- 
tion!” The order was obeyed, but 
from somewhere a thin, piping 
voice sang out: “And a little child 
shall lead them.” “Who said 
that ?” demanded the officer. There 
was no answer. “The man who 
said that will step three paces to 
the front,” was the next order. 
The entire company marched for- 





ward. The lieutenant was licked. 
The men chuckled. A little later 
they found this notice posted in 
the mess hall. “Company A will 
assemble at 2:00 p. m. for a fif- 
teen mile hike—full marching 
equipment to be worn—‘and a little 
child shall lead them’ on a darned 
big horse.” 

He told this story in a radio talk 
over station WNYC and added: 

“We humans are queer. Liv- 
ing in a world of machinery, we 
have made it a habit to safeguard 
such machinery, but neglect the 
most important machine in the 
world, the human body We care 
for our automobile tires, for exam- 
ple, but neglect our priceless feet, 
which are the tires of the body. 
Our car must not have defective 
tires; but our feet may have short 
stockings, short shoes, high-heeled 
shoes—even a simple corn or two 
is considered natural. Yet how 
many of us stop to realize that 
such shoes or corns can, over a 
period of time, create flattened 
feet, deformed legs, spinal defects, 
backaches, nervous disturbances 
and indigestion? As a further re- 
sult, the desire to walk or the 
ability to walk properly is lost. 
When we walk improperly, pos- 
ture in the entire body is affected ; 
when we walk little, we stop using 
the simplest, the cheapest and most 
perfect means to attain health and 
prolong life.” 


A shoe store for 


shoe stores. Fortunate indeed is 
that store which gets a reputation 
around town for having sizes and 
widths, fitting ability, etc., so that 
customers are sent to it by other 
shoe stores. Coward’s, in Green- 
wich Street, New York, ser- 
vices customers from _ nearly 
one hundred shoe stores. When 
the clerk finds it impossible to fit 
a customer, through some fault of 
the foot size or width, he commu- 
nicates the name of this master 
store to his customer. Strange to 
relate, the little store makes friends 
for itself by telling the customer to 
go elsewhere and also, strange to 
relate, the big store gets the cus- 
tomers without cost. The big store 
has never found out a way of ex- 


pressing its thanks nor acknowl-- 


edging its indebtedness to the lit- 
tle stores. 

It all goes to prove that all this 
talk about “competitors-to-the- 
bitter-end” melts when the cus- 
tomer with troubled feet wants ser- 
vice. That’s one of the reasons 
why no industry possesses the fam- 
ily spirit as does this craft of shoes. 


* 


Many a shoe man 


has paused to comment on the 
bronze tablet and marble bust of 
the distinguished cobbler, Henry 
Wilson, who died in the vice-presi- 
dent’s room at the capitol. The 
inscription is true to the craft. It 
reads: 


In this room Henry Wilson, vice- 
president of the United States and a 
senator for 18 years, died Nov. 22, 1875. 
The son of a farm laborer, never at 
school more than 12 months, in youth 
a journeyman shoemaker, he raised 
himself to the high places of fame, 
honor and power, and by unwearied 
study made himself an authority in the 
history. of his country and of liberty 
and an eloquent public speaker to whom 
Senate and people eagerly listened. He 
dealt with and controlled vast public 
expenditure during a great civil war, 
yet lived and died poor, and left to his 
grateful countrymen the memory of an 
honorable public service, and a good 
name far better than riches. 


His ten foot shop still stands 
close to the highway in the town 
of Natick, Mass., where he lies 
buried. 





Reuben Stiefel has 


been rewarded with two months’ 
vacation in Florida starting this 
week. You see, for every good 
deed done (job-getting for others) 
he merits a day’s vacation. Here’s 
how it came about. When the Pea- 
cock Shoe Shop in the Palmer 
House, Chicago, was closed, the 
name and customers’ lists moved 
over to the new department in the 
Marshall Field store. Mr. Stiefel 
sold William Gibbs the idea of 
taking not only the names and the 
customers, but the salesmen as 
well. The proposition looked good, 
so Mr. Gibbs added a trained staff 
to carry on the Peacock selling 
tradition. Then Rube got to work 
and did a selling job on practical- 
ly everybody else in the store— 
even bookkeepers and bundle boys. 
So with kindly spirits all around, 
he winds up several pleasant years 
spent in Chicago, with a vaca- 
tion at his own time and expense 
in sunny Florida. When will he 
return, you may ask? On the open- 
ing day of the National Shoe Re- 
tailers Association Convention at 
Chicago, for as first vice-president 
he is on duty for other good deeds 
at convention. Rube is a thorough 
shoe man, having previously 





SEE You ALL IN 
CHICA 





worked in every division of shoe 
merchandising while at Gold- 
smith’s, Memphis, Tenn. Two 
flattering offers were made neces- 
sitating immediate acceptance, but 
he said that Mrs. Stiefel and he 
rated a holiday. So we find them 
Florida-bound by sea. 


* * * 


Alfred W. Donovan 


comments on our story of Color in 
Industry as follows: 

“Was it instinct or your knowl- 
edge of E. T. Wright & Co.’s 
business that led you to mention 
all colors but one—red? We find 
that all colors, with the exception 
of red are extremely useful ; but up 
to date E. T. Wright & Co. has 
been unable to find any real salu- 
tary use for red, especially in the 
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bookkeeping department. We do 
feel that this phase of the ‘Wright 
Plan of Color in Industry’ might 
be well applied to the shoe trade 
in general, and can think of no 
better organ than your own for 
promulgating the use of every 
color in the spectrum with one 
notable exception—red.” 

In answer we said: “Speaking 
vf colors, let’s also paint up the 
salesmen, for you know a BLUE 
salesman is no good to store or 
factory; a YELLOW salesman is 
positively worthless; a GREEN 
salesman has a chance if he is 
willing to learn; but let us cheer 
for the well-READ salesman, par- 
ticularly if he is reading the Boor 
AND SHOE RECORDER.” 


* * * 





Little sticks of 
rattan from China and Japan con- 
tribute their bit to American fash- 
ions in footwear, as well as to 
the already myriad complexities 
of American shoemaking. Millions 
of them are brought in at a cost 
of two pennies each, more or less, 
which is surprisingly cheap, see- 
ing that they are brought from 
the other side of the globe. Each 
stick is slightly longer than the 
shoe and being inserted into the 
shoe—one end presses against the 
toe and the other against the heel, 
while the center buckles up against 
the vamp so as to hold it up, and 
the whole serves to keep the shoe 
in shape. 

se * 


Congratulations to 
E. T. Wright, dean of New En- 
gland shoe manufacturers, who 
celebrated his seventy-ninth birth- 
day last week. He has served in- 
dustry long and well. He has 
has served his State on the Gov- 
ernor’s Council. He is the most 
neighborly of men in Rockland, 
where everyone salutes him as 
“Pop” Wright. The trade extends 
its best wishes for many more 
years of happy, useful life. 
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TEST YOUR SHOE 
KNOWLEDGE 


Questions Covering What You 
Should Know, by A. L. Evans 


Our readers are i 
ies on any pertinent matter. 


ited to submit quer- 








at 


. What is the origin of the term 
“Gladstone Bag”? 


What is “re-tanned” leather? 

. What is a “drill” lining? 

What is a “filler”? 

. What is the first essential to 
business activity? 


Turn to Page 58 for the answers! 


yawn 
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C. W. Vance, 
of Gadsden, Ala., says that the 
time has come for a national code 
on advertising, and he appreciates 
the stand taken by the majority of 
New York stores to sell merchan- 
dise on its worth and value rather 
than to compete by exaggeration, 
verbal tricks and mental hazards. 
He says: 

“We have the same condition 
here and feel that advertising has 
lost its effect to a great extent for 


the high-grade, truthful advertiser. 
The public has become so con- 
fused that a large percentage of it 
has lost confidence in almost all 
advertising. The time has come 
when the newspapers must protect 
their interests or lose some of the 
business from their more careful 
and thoughtful advertisers.” 


* * * 


C. F. Bally Co., 


of Schoenenwerd, Switzerland, in- 
ternational shoemakers and shoe 
merchants, sum up one situation in 
their annual report by saying that 
“the purchasing power of the pub- 
lic has diminished so that, instead 
of buying shoes of first quality, 
the public is satisfied with poorer 
quality at lower prices.” 

Now that’s a disturbing situ- 
ation. When any considerable 
number of people get to be so that 
they are “satisfied with poorer 
quality at lower prices,” then it 
looks as if ideals of standard of 
living were being lowered the 
world over. No industry can 
progress, any more than can any 
man, or nation, unless it keeps 
true to high ideals, and a desire 
for something better, in all arti- 
cles from shoes up. 





“Joe, do you remember when corn cure ads only showed the foot?” 
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CARL N. SCHMALZ 


a publishing Bulletin No. 86, 
Operating Results of Shoe Chains in 1929, which 
has just some from the press, the Harvard Bureau 
of Business Research gives further evidence of its 
interest in the distribution problems of the shoe in- 
dustry. The work of the Bureau began in 1911 with 
a study of the margins, expenses, and profits of in- 
dependent retail shoe stores, and during the ensuing 
thirteen years the Bureau published ten bulletins deal- 
ing with the problems or results of shoe retailing. 
Also, in 1916 and 1917 the Bureau gathered some 
information for shoe wholesalers. Now the increas- 
ing importance of chain shoe stores has made it neces- 
sary for the Bureau to study their operations, a task 
which has been pleasant, especially because it has re- 
sulted in the renewing of many old friendships. 

The study of shoe chains, like those which the 
Bureau made for independent shoe stores prior to 
1924, has been based on profit and loss statements 
and balance sheets gathered from the trade by the 
Bureau expressly for this work. A total of 62 chains 
submitted reports. Some of these reports were in- 
complete or in such form that they could not be 
made comparable with those for the great bulk of 
the chains. The final figures, therefore, reflected the 
operations of 53 chains. In 1929 these chains op- 
erated 1361 stores and had aggregate sales of more 
than $111,700,000. According to the best estimates 
available, these 53 firms represented about 20 per cent 
of the total chain shoe business of the United States 
for 1929. 
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Completes Survey and Analysis 
Covering Operations of 53 Chain 
Store Groups Operating 1,361 Stores 
with Aggregate Sales of More 
Than $111,700,000 in 1929 


By 
CARL N. SCHMALZ 


Assistant Director, Bureau of Business Research, 
and Assistant Professor of Marketing, 
Harvard University 


The experiences of the 53 reporting firms indicate 
that shoe chains in 1929 typically earned a gross mar- 
gin of 33.6 per cent of net sales, spent 32.8 per cent 
of net sales as operating expenses including interest, 
and kept as net profit from merchandising operations 
0.8 per cent of net sales. Before charging interest 
on capital owned and after crediting net income from 
miscellaneous sources, these same firms typically 
earned as net gain or net business profit 2.4 per cent 
on net sales and 9.0 per cent on net worth. About 
three-fifths of the 53 firms showed a net profit after 
charging interest, and about four-fifths a net business 
profit. 

Of the total operating expense (32.8 per cent of net 
sales), more than two-fifths, or 14.4 per cent of sales, 
went for pay-roll ; one-fourth, or 8.2 per cent of sales, 
went for rent; and one-tenth, or 3.2 per cent of sales, 
went for advertising and display. Thus, these three 
items accounted for more than three-fourths of the 
total expense. Of the total expense before interest 
(31.3 per cent), seven-tenths (22.0 per cent of sales) 
went for store operations and three-tenths for admin- 
istration, central office expense, and other overhead. 
The rate of stock-turn of combined store and ware- 
house inventories typically was 3.1 times during the 
year. The common or typical figures for all 53 chains 
are given in the first column of Table 1. 

Although the typical or average performance for 
shoe chains in 1929 was approximately as indicated 
by the figures just presented, certain chains reported 
much more satisfactory results. The most profitable 
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Reports on Shoe Chains 
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Table I. Operating Results of Shoe Chains 


(Data for all chains reporting and for chains classified according to kind and price of shoes 
carried in 1929) 


(Net Sales = 100%) 











Common Figures for Chains 


Common Figures for Chains 




















° Common_ | All of Whose Stores Carried} with Regular Price Lines of 
Figures for 
ITEMS All Chains ; 
Reporting Women’s _ | Shoes for the| $5.00. Pair | More than 
Shoes Only |EntireFamily} or Less $5.00 a Pair 
INU ier Oh CHE ii. 5 586-05 6.66.5 0 Sie orn: o-e vib Didiwiel'e’es bo s.ece 53 9 16 21 15 
Aggregate Number of Stores...............0000000000- 1,361 139 356 803 306 
CRON LOMO ooo. 5 6.3 56. obo atciekd ok Hace eae ea oe $111,782,604| $21,294,560] $30,321,915] $54,876,792 | $40,736,875 
RIERA RTE NS aa nat ey $900,000 | $1,400,000 | $650, $900,000 | $1,500,000 
Average Number of Stores per Chain?.................. 12 12 12 16 11 
Incréase in Average Number of Stores per Chain over Pre- 

MEET CME oP Iw grasa ciorns Bec Ah bras os ead ore 'es wis 4.0% 0.0%t 3.0% 12.5%t 0.0% 
Average Sales per Store?.............0.. 0. ccc eee eeeeeee $75,000 $150,000 $54,000 $56,000 $140,000? 
Net Cost of Merchandise Sold!...................0005 66.4% 64.8% 67.4% 67.2% 64.5% 
GROSS MARGIN: «0.6655 ccicecccteccaccssveccveess 33.6 35.2 32.6 32.8 35.5 
EIR ORN Cater AS cry h ero Shaw eer ai igea ts hee 14.4 15.3% 15.0% 13.9% 14.8% 
INE OER ER REN ANAND ti 8.9 6.9 8.2. 9.4 
Light, Heat, Water and Power.....................6.- 1.15 0.95 1.2 1.4 1.0 
Depreciation of Alterations, Fixtures and Equipment*.... 1.05 0.95 0.75 0.95 1.15 
Supplies | COREA SR: RR See Pie olan er SW ey a Ce ar ce 0.45 0.45 0.35 0.45t¢ 0.55 
Freight, Express and Truckage®....................00. 0.35t 0.5T 0.35t 0.65 0.15f 
si ENS C11 a eA ROI ie a a Ue 0.3 0.35 0.25 0.35 0.25 
Advertising and Display...................00ceeeeeeee 3.2 3.4 3.2 y E 3.8 
JUTE To Na aie a a ee ae nn UE 0.4 0.35 0.45 0.35 0.4 
itd ts papi hei ces er aheeuheeesne 0.3 0.15 0.3 0.25 0.25 
Me ELREIRAREEI Se ORL ewe seve FSR ha ade eos 1.5 2.0 1.45 1.3 1.95 
Total Expense before Interest..................000000- 31.3% 33.3% 30.2% 30.3% 33.7% 
PROMS IPRTIECRERO Oo oo. 5 grat in 6:4 bara tos ors coined aie owe Ged ire 1.5 1.2 1.9 1.3 i-2 
TOTAL EXPENSE, including Interest................ 32.8% 34.5% 32.1% 31.6% 35.0% 
INEDE PROBIT OR LOSS. « «cess ics 0056 weer 6 e:cveceresiecieccseis 0.8% 0.7% 0.5% 1.2% 0.5% 
Net Other Income (including interest on capital owned).. 1.6 0.8 1.8 1.1 1.4 
NET GAIN: Percentage of Net Sales................-. 2.4% 1.5% 2.3% 2.3% 1.9% 

Percentage of Net Worth................ 9.0% 5% - 10.0%t 6.0% 
Rate of Stock-turn (times a year) based on average of 

combined store and warehouse inventories.......... 3.1 4.0 2.4 3.8 BS 
Discounts Received on Purchases................000005 2.75% 2.8% 3.4%t 3.5% 2.5% 
Inward Freight, Express and Truckage®................ 0.8% 0.65% 0.8% 0.75% 0.85% 


























* Data not available. 


t Figures for this item were given on less than 75% of the reports used. 
1 The number of reports used in making this comparison is less than 53 partly because, on the basis of the data available, the Bureau was not able 


to classify all 53 reports accurately. 


2 The figures here given were not computed from the aggregate sales, aggregate number of stores, and aggregate number of chains, but are common 


figures based on the data for individual chains. 


3 The disagreement between the typical sales per chain and the figure obtained by multiplying the average sales per store and the average number 
of stores per chain is accounted for by the fact that, as is explained on page 3, the common figures for each of the items (that is, sales per chain, 
average sales per store, and average number of stores per chain) were arrived at independently. 


* After deducting discounts and allowances received and after adding inward freight, express, and truckage. See Table 3, page 8. 


5 Taxes, insurance, interest, repairs, and depreciation on real estate have been included with rent. 
® Freight, express, and truckage from warehouse to store and from store to store was treated as expense. Inward freight, express, and truck- 


age, incurred before the chain “received” the merchandise, was treated as part of the cost of merchandise. 


See Table 3, page 8 


7 Expenditures for repairs to fixtures and equipment, delivery to customers, professional services and corporate expense, and telephone and tele- 


graph have been included with unclassified expense. 
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Table Il. Operating Results of Shoe Chains 


1929 


Classified According to Number of Stores Per Chain:’ 


(Net Sales = 100%) 























Common Common Figures for Chains Having 
ITEMS a go = All | 
Re red Less than 10 to 30 30 Stores 
Pans 10 Stores Stores or More 
MURMUR MINIS ogo ois wdg5 kes de ie Rinne alee cies swansea 53 22 18 9 
Pe TION COE IID. 5 oo ooiig 5s ha Odeo es vc ba eds 1,361 117 302 800 
RES OS Se ee er $111,782,604 $14,039,526 $30,411,437 $54,606,149 
ER Bite eee im Pet 9 Tt Ds asc aes ae ae $900,000 $500,000 $1,000,000 $3,500,000 
Average Number of Stores per Chain?....................-- 12 5 16 60 
Increase in Average Number of Stores per Chain over Preceding 
OOS IA TICS PER RA, re 4.0%t 0.0%t .0% 25.0%t 
ee ee a ere $75,000 $90,000 , $65,0008 $60,000 
ne Es a 66.4% 66.1% 65.6% 68.6% 
SIREN seb ak eI oe oan cig, oP eR ibcs Sin. Gen 4-4. gags 33.6 33.9 34.4 31.4 
(RAS ae 5 Pe A ree 14.4% 15.8% 14.1% 11.7% 
De eat oO atyieettes 6048 Genes ate 8.2 Pe 8.0 9.6 
LA, BEORE, Wt OT POW... occ cic scc cect cesewses 1515 0.9 12 1.55 
Depreciation of Alterations, Fixtures and Equipment’........ 1.05 1.05 1.0 1.0 
aa oie Fat ie Crd a We cae 8 os 4 scale akee 8 456, bs sv 4:i8, 018 0.45 0.35 0.55 0.6 
PPO, ROOS HG EKUCERBC «55 5i.c sce esses cess cusses 0.35t 0.15f 0.5¢ 0.8t 
iE es ancaiaceh g'oe be -9 8d oo Keinaw wt0e W594 0.3 0.25 0.25 0.35 
ee eee 322 3.7 3:2 1.7 
No RS ab a owas Subiala Wena Viva soe Nig 6195.4. eee oe 0.4 0.5 0.35 0.3 
io bse eae wuitais o's ssw dais Gb sins WRaee inane 208 3oue 0.3 0.25 0.3 0.35 
EE aia can lidiap dco Fue Waid wd Sea SSS Sw nod AD ERHESE i 1.65 1.35 1.35 
Total Banenee before: Interest... ois ccc cis osc ce sc elsie on 31.3% 32.3% 31.0% 29.3% 
gs Sos he Dect aya d.'6.4ila Wiens & toile alde te Me SUGGES ake 5 1.6 1.4 1 By: 
TOTAL EXPENSE including interest..................005. 32.8% 33.9% 32.4% 31.0% 
py 2 a nc re 0.8% 0.0% 2.0% 0.4% 
Net Other Income (including interest on capital owned)...... 1.6 1.6 1.6 1.6 
NET GAIN: Percentage of Net Sales...................... 2.4% 1.6% 3.6% 2.0% 
Percentage of Net Worth.................... 9.0%t 7.0%t 14.0%f ” 
Rate of Stock-turn (times a year) based on average of com- 
bined store and warehouse inventories.................. 341 3.0 3.3 3.0 
Discounts Received on Purchases............0.sccscceeeces 2.75% 2.8% 3.2% 1.8%t 
Inward Freight, Express and Truckage®..................... 0.8% 0.75% 0.8% 0.7% 




















* Data not available. 
+ Figures for this item were given on less than 75% of the reports used. 


1 The number of reports used in making this comparison is less than 53 because, on the basis of the data siti the Bureau was not able 


to classify all 53 reports accurately. 


2 The figures here given were not computed from the aggregate sales, aggregate number of stores, and aggregate number of chains, but are common 


figures based on the data for individual chains. 


® The disagreement between the typical sales per chain and the figure obtained by multiplying the average sales per store and the average number 
of stores per chain is accounted for by the fact that, as is explained on page 3, the common figures for each of the items (that is, sales per chain, 
average sales per store, and average number of stores per chain) were arrived at independently. 


* After deducting discounts and allowances received and after adding 


inward freight, express, and truckage. See Table 3, page 8. 


5 Taxes, insurance, interest, repairs, and depreciation on real estate have been included with rent. 
® Freight, express, and truckage from warehouse to store and from store was treated as expense. Inward freight, express, and truckage, incurred 


before the chain “received” the merchandise, 


was treated as a part of the cost of merchandise. 


See Table 3, page 8. 


7 Expenditures for repairs to fixtures and equipment, delivery to customers, professional services and corporate expense, and telephone and tele- 


graph have been included with unclassified expense. 








chains in 1929 earned from 3.2 per cent to 5.4 per 
cent net profit on net sales (that is, after charging 
interest as an expense) and from 16 per cent to 32 
per cent net gain on net worth (that is, before charg- 
ing interest on capital owned and after crediting mis- 
cellaneous income). These same groups of most prof- 
itable firms had rates of expense including interest 


16 


which ranged from 26.0 per cent to 31.0 per cent of 
net sales and annual rates of stock-turn ranging from 
3.3 to 4.5. Thus, it was quite possible for individual 
firms in 1929 to exceed by a substantial margin the 
performance typical of shoe chains taken as a whole. 

In general, the most profitable chains had larger 
total sales, and larger average sales per store, than 
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were typical of the 53 chains taken as a whole. They 
did not, however, always have a relatively large num- 
ber of units. It seems clear that the more satisfactory 
results of the profitable chains resulted more from 
low expense than from high margin. Presumably 
an executive who seeks to increase the rate of profit 
for his chain will make more headway by attempting 
to lower expenses than attempting to raise margins. 
This is quite in accord with the Bureau’s findings in 
practically all retail trades which it has studied. 


The 53 shoe chains for which 


figures were used in this study formed a group far 
from homogeneous. There were important differences 
between chains with respect to the kinds and prices 
of shoes carried, the size of the average store, the 
magnitude of total operations, and other factors which 
apparently had a bearing on operating results. It 
seems likely that shoe chains may differ much more 
pronouncedly among themselves than do, for example, 
grocery chains. 

Of the various factors causing, or accompanying, 
differences in the rates of margin or expense, kind of 
shoes carried, and price of shoes carried were funda- 
mental, the latter probably being the more important. 
There was some reason for thinking that the low- 
price chains had gone farther than others in applying 
what may be called mass retailing methods. The last 
four columns of Table 1 give the results typically 
secured by chains handling various kinds of shoes and 
shoes selling at different prices. 

As many persons would expect, the rates of margin, 
expense and profit varied with the size of chain. In 
the study, therefore, the reports were grouped accord- 
ing to number of stores per chain, total sales volume, 
and average sales per store. Owing to lack of space, 
the results of only one of these comparisons can be 
reproduced here, and in Table Z are given the figures 
for chains having less than 10 stores, 10 to 30 stores, 
and 30 stores or more. Apparently size was of some 
help to the large chains in holding expenses down. 
It should be noted, however, that margins were high- 
est for the chains of intermediate size. This leads to 
the conclusion that the very large chains may feel it 
necessary to mark their goods more closely than their 
smaller chain competitors. 


[, the experience of the chains 


cooperating in this study small average sales per 
store appeared to constitute a distinct handicap; 
large volume per unit, as a rule, was accompanied 
by relatively low expenses and by higher-than-aver- 
age profits. 

Unfortunately there are very few data which can 
be used with these figures on chain shoe operations 
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for determining what contributions, if any, the chains 
have made toward the more efficient distribution of 
shoes. Information regarding shoe retailing is avail- 
able from three sources. The National Shoe Retail- 
ers’ Association has published some data for 1929; 
the Harvard Bureau of Business Research has pub- 
lished figures for independent shoe stores covering a 
number of years, the last of which was 1923; and the 
National Retail Dry Goods Association has informa- 
tion regarding the operations of shoe departments in 
department stores for 1929. Apparently no similar 
figures are available for the operations of shoe whole- 
salers, but the Harvard Bureau has available some 
fragmentary unpublished material for 1916. 

The Harvard report for 1923 indicated that ex- 
penses in independent shoe stores on the average 
amounted to 27.4 per cent of net sales, that gross 
margin was 29.1 per cent of sales, and that net profit 
was 1.7 per cent of sales. In view of the fact that 
there is some tendency for only the more successful 
stores to report figures for studies of this sort, the 
typical rate of expense for independent shoe stores as 
a whole in 1923 may well have been somewhat higher 
than 27.4 per cent, just as the typical rate of expense 
for all shoe chains for 1929 may have been somewhat 
higher than the 32.8 per cent of sales shown in Table 
1 as the common figure for all firms reporting. Of 
course, it must be remembered that since 1923 there 
has been a tendency for the rate of expense to increase 
in some retail trades. For that reason, and because 
many changes may have taken place in the problems 
and methods of shoe retailing between 1923 and 1929, 
possibly these figures are not strictly comparable with 
the data for chains in 1929. 


The National Retail Dry Goods Association 


figures for 1929 indicate that the rate of total operating 
expense to sales for women’s and children’s shoe de- 
partments varied from 31.5 per cent to 38.3 per cent, 
depending upon the size of store. Apparently the 
typical rate of total expense for shoe departments in 
department stores of all sizes was between 32 per cent 
and 34 per cent of sales. These figures are not as 
useful as they might be because they are not accom- 
panied by an indication of just what items were in- 
cluded in arriving at total operating expense, and be- 
cause there is no indication of how large a sample was 
used in arriving at the typical figures. They do serve, 
however, to give some idea of expenses in that branch 
of shoe retailing. 

Although they are subject to important limitations, 
apparently the figures for 1929 published by the Na- 
tional Shoe Retailers’ Association are the best avail- 
able. If these figures may be accepted as reliable, 
independent shoe stores in 1929 typically expended 

[TURN TO PAGE 38, PLEASE] 
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Now it is the sport of the 

masses. Riding was the sport of the wealthy. Now, like golf, it 

has a popular following and the number of people who ride is 

rapidly increasing.” So says G. G. Boyle, who, as manager of the 

French, Shriner & Urner shop in Madison Avenue, has developed 
a remarkable business on boots. 


“Golf was the sport of the classes. 


This riding boot business has 
grown tremendously. There is good reason for this, 
and we believe a great many shoe merchants could 
accomplish the same results we have shown. Com- 
paratively few retail shoe men realize the importance 
of riding boots and accessories. In the past two 
years there has been a great change in this business. 
There are a number of reasons why many stores 
should be doing a good riding boot business. 

It is amazing to note the increased number of 
riding academies that are springing up in the near 
vicinity of New York, where a good horse can be 
rented for as Ittle as one dollar an hour. This is cer- 
tainly proof that the masses are going in for riding 
in a big way. What is happening in New York is 
also happening in nearly every city in the country. 

Take a ride early any morning or on a Sunday 
or a holiday, for that matter, through any of the 
parks within the confines or suburbs of New York. 
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on the Boot 


Business 


Broader Field Lies Ahead for Mer- 
chants Alert to the Opportunity for 
Increased Sales, but Skillful Promotion 


Is Needed to Develop It. 


By 
G. G. BOYLE 


It is surprising to see the large number of people who 
have taken to this sport. In fact, so many people 
have become enthusiastic about riding that it is not 
unusual to see the bridle paths fairly well crowded 
even on a rainy day. 

There is another very important angle that should 
certainly be considered in the sale of riding boots, 
and that is the market to be found among the thou- 
sands of military men associated either with the R. O. 
T. C., National Guard or Regular Army. In order 
to get this very profitable business, one must go after 
it. This special business does not drift into the store 
just because of an elaborate display. A small per- 
centage may come in, but to get any real volume it 
is absolutely necessary to contact personally the va- 
rious organizations. 

The following will illustrate how this can be done: 
Once a year we arrange for a display of boots and 
accessories at all the large military posts in the 
immediate vicinity of New York. When we make 
these displays, we go prepared to take measurements 
and orders. The results that are accomplished prove 
that it is time well spent. In this way in a single 
night boots can be display to 100 men or more who 
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are known to be users of boots and accessories. This 
is no waste of effort. 

A great many boots have been sold to individuals 
in this manner, but sometimes military posts operate 
differently. For example, at some posts there is a 
commanding officer who authorizes the particular 
type of boot that the members of his detachment must 
wear. In this case it is only necessary to sell one 
man the idea in order to secure a substantial order. 

In a recent trip to a military post we were talking 
to the commanding officer of the mounted division 
just prior to our display. And, by the way, it is al- 
ways a good talking point when you can assure the 
rest of the members that their commanding officer 
has just purchased a pair of your boots. This post 
turned out to be one of the ones where the men could 
not buy any uniform equipment unless it was OK’d 
by the commanding officer, so naturally all sales ef- 
forts were concentrated on him. The success achieved 
in having our boots approved by the C. O. resulted 
in a regulation issued which required that whenever 
a member of his detachment was in need of a new 
pair of boots, they were to be this particular type. 
This detachment happened to be located about twenty 
miles from our store. It consisted of 65 members, 
and if a member of this outfit needed a pair of boots, 
he was given an order on our store. 

There was no work on our part required to sell 
these boots. We knew just what boot was wanted 
so that it was simply a case of fitting. So far some 
twenty of this organization have been outfitted to 
boots, and we are sure of getting the remainder, as 
it is the commanding officer’s wish to have a uniform 
style of boot on the men who are under his command. 

To secure a share of the civilian boot business it is 
necessary to make the proper displays, both in the 
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A striking display of riding boots in the window of the Madison Avenue, New York store of French, Shriner & Urner. 





windows and inside the store. An interesting display 
of boots will also tend to give a store a smart, snappy 
appearance. There is one other good point along 
this line; that is, one can secure a nice shoe business 
from the boot customers. It is a fairly simple mat- 
ter to turn a boot customer into a good, steady buyer 

of shoes. 
A very good business may be done on a compara- 
tively small stock, as most sources of supply carry 
[TURN TO PAGE 42, PLEASE] 











HOW TO CARE FOR RIDING BOOTS 


a gerk the way an English valet treats his master’s 
riding boots: 

All loose dirt is first removed, then the boots are 
washed with saddle soap. Care is taken to have the 
sponge wrung out very dry. Next another washing 
with a clean sponge, so that all soap will be taken off 
the leather. This is to take all oil out of the leather. 
The boots are now allowed to dry thoroughly before 
rubbing up with a soft cloth. Hawkins now applies a 
neutral cream that has no turpentine in it whatever. 
He does this by dampening a piece of cheesecloth in 
the cream and rubbing it in a light circular manner. 
A brush is never used as it is sure to leave a dark mark. 
The shoes are now left to stand over night before pol- 
ishing. The act of applying the cream and that of 
polishing is all done with the index finger. 

The secret of long boot wear is the cleaning with 
saddle soap, and the polishing when the boots are thor- 
oughly dry. Any friction with a rag when the boots 
are wet from the saddle soap or from the cream is 
sure to cause discoloration and to burn the leather. 
This method makes the boots look like patent leather 
as it gives them a hard mirror-like finish that will not 
catch dust or dirt. 
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Tried and Tested 
By HUGH THOMPSON 
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A few days ago the Kingfish 


reported to Amos ’n’ Andy that they had adopted a 
new rule at the Hungry Men’s Lunch Club. Any 
man who used the word “depression” was to be fined 
one dollar. Andy said that was a good idea. I 
think so, too. ° 

In setting down these tried and tested ways to 
bring Christmas business into the shoe store I am 
not thinking, for the moment, of the unfortunately 
large number of our people who are unemployed. I 
am thinking of those millions of people who are em- 
ployed. Of all the Federal, State and municipal 
employees, railroad and light and power companies, 
telephone and telegraph companies and all the other 
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Christmas 


vast number of people employed in public 
improvements, in insurance companies, in 
banks, in stores and industries, in movie 
palaces and theaters. The most pessimistic re- 
port I have recently read about unemployment 
shows that at least 80 per cent of our people 
are employed and earning dollars that will 
buy more than at any time since 1914. 

The fact that these employed people have 
not been spending their money in normal pro- 
portion to their earnings does not mean that 
they will not loosen up for Christmas. On the 
contrary, they have more money to spend than 
they would have had if they had been spending 
normally throughout the year. 

This ought to be a good year for Christmas 
in the shoe store. As far back as I can re- 
member the off years, that is, when times were 
not so good, Christmas buying has 
been of the more practical things. 

And people are going 
to buy for Christmas. 
We are the most 
sentimental peo- 


At least 80 per cent of our 
people are employed and 
earning dollars that will buy 
more — this Christmas is a 


shoe man’s opportunity with 
useful gifts leading. - 
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Dollars for Useful Things 


The “Off Years” Are Best Years in 
Shoe Store Selling 





ple on the face of the earth. As a people we get a 
greater kick out of giving things than out of getting. 
If anything can loosen the purse strings of our 
people it will be the spirit of giving at Christmas 
time. Who knows but that once the people start 
buying for Christmas they will enjoy the sensation 
and keep it up. Maybe it will be the start of the up- 
swing that will continue on after Christmas, the fore- 
runner of the good times we are all looking for. 


Bu: that Christmas dollar is 


going to be a very elusive individual. There will be 
a lot of people chasing him. If you sit down and 
wait for him to come along, he is very apt to turn 
aside before he reaches you. 

I am convinced that there are a lot of dollars headed 
your way. Dollars that will go into some kind of 
practical gifts, but if you sit down and wait for them, 
somebody is going to coax them up some other road. 

It would be foolish for me to try to tell you how 
you can best go after this business in your store. In 
the first place, you know your store and your cus- 
tomers, and I don’t. And, secondly, a suggestion that 
might work out fine in one location would be silly 
in another. But I am going to make bold to set 

down some obvious truths and to offer 
a few suggestions of a general char- 
& acter, one of which, at least, I do not 
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believe has been used before and which seems to me 
of particular value just at this time. 

It is obvious that if you are to get a part of the 
Christmas money you must have things suitable for 
gifts to sell. Things that readily suggest themselves 
for the shoe store are slippers, buckles, trees, stock- 
ings, rubber boots and arctics. 

Having these things, it will be necessary to let 
the public know about it. You know best how to do 
that in your particular store. 

You should contrive in some way to give your 
store a Christmas atmosphere. If you can do this a 
little differently, so much the better. If the conven- 
tional green boughs and colored paper is the best you 
can do, have that. But try to be a little original. 

See if you cannot make a pair of slippers, or many 
pairs of slippers, look like real gifts. A pair of 
rubber boots looks hopeless from the standpoint of 
beauty, but suppose you mount a pair of boots some- 
where in the store, harness them up with bright 
ribbon, put a little figure in a sled or coach behind 
them and a card something like this: “My trusty boot 
team, Right and Left, take me safely through the 
snow !” 

However you fix up your display, get plenty of 
color in it. A drab display, of merchandise alone, will 
not do the trick. People will give slippers because 
they are practical, but they want them to look pretty. 

[TURN TO PAGE 56, PLEASE] 
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First Steps on the Road Back 3 


land we know a native econo- 

mist whose success in interpret- 
ing the trend of business is the more 
remarkable because he ignores all 
charts and diagrams of business and 
makes his deductions from the study 
of the habits of mankind. We had 
occasion, last week, to ask his opin- 
ion as to the path of business. His 
answer began with the following 
story: 

“Not long ago I lost a heifer in the 
back hills. When she didn’t show up 
in two days, I decided to go on the 
hunt for her but first I said to my- 
self, ‘That fool heifer hadn’t oughta 
go down slough-gully. That’s the 
last possible place for a heifer to go 
in that whole hill country.’ Well, I 
went there first and there was the 
fool heifer. 

“Now as I see business, there is 
every reason to expect business to 
get worse and worse—in fact, it 
‘hadn’t oughta’ get better. By that 
same token, prepare yourself for 
what it ‘hadn’t oughta’ do.” 

This week America has experi- 
enced a number of things that are 
in accord with his theory. For ex- 
ample, with all the wheat in storage 
for two years, mountain high, that 
commodity was the last of the fac- 
tors of business that could have been 
expected to rise. But what do we 
see? Rising prices of wheat and a 
better tone in the entire agricultural 
district. In similar fashion, with a 
superabundance of oil, below and 
above the ground, who would have 
thought that that commodity would 
be one of the first to show progress 
in the right direction? Jubilant 
Tulsa, with its carnival days, indi- 
cates a swift turn from gloom to 
sunshine—for the public and for the 
merchant as well. 

The gain made by cotton, now $5 
to $6 a bale above the September low 
has added $100,000,000 to the value 


I the back country of New Eng- 


of the largest cotton crop, with one 
exception, in the country’s history. 

These are all items that vouchsafe 
the home-made philosophy of our 
country neighbor. His may be crude 
prediction but at least it is better than 
statistical prediction. 

To a certain extent, the sympa- 
thetic gain in cotton is due to wheat 
and perhaps oil is also favorably af- 
fected but they are all encourage- 
ments. All over this country, the 
shoe trade has been given great cred- 
it for being the first of the industries 
to show measurable progress over 
1930. The gains are in production 
and we hope that there have been 
substantial increases in consumption. 
In manufactured cotton goods, there 
is a measurable 16 per cent increase 
in consumption over 1930. This isn’t 
all gain as far as the merchant is 
concerned for there have been com- 
pensating losses in the sale of silk 
and rayon goods. 

The road back to normalcy and 
then to prosperity is a long one. It 
is encouraging, however, to note 
these new evidences of progress. 
There is even sunshine in statistics. 

Last week, the Boston Boot and 
Shoe Club listened to Ralph B. Wil- 
son, vice-president of the Babson 
Statistical Organization. Mr. Wilson 
told the shoe men this: 

“Roger W. Babson startled the 
world by calling the turn on business 
and the stock market. He was se- 
verely criticized for being pessimistic 
and was even blamed by some for 
bringing about the stock market 
crash. All that he did was to tell the 
truth based upon the statistical in- 
formation that was available. 

“Today we are optimistic when 
everybody else seems to be pessimis- 
tic. Statistics now indicate that over 
half of the successes developed in our 
last period of over-expansion have 
already been paid for. Business in- 
dicators begin to show that the next 


major movement is upward. Money 
is plentiful. Stock prices have been 
tragically deflated. Inventories of 
finished products are at the lowest 
point in many years. Many com- 
modities are on the bargain counter. 
Bonds are selling at seventy-five 
cents on the dollar and business in 
general has seen its worst. This is 
just the kind of a foundation upon 
which to erect another period of 
prosperity. I don’t mean by that that 
we are going to have an immediate 
boom in business, but I do mean that 
we are gradually going to work out 
of this period of readjustment. 

“Now that we are in the depths of 
this period of readjustment, the thing 
for us to do is to keep our perspective 
and not to permit ourselves to be 
blinded by pernicious pessimism to 
the extraordinary money-making 
possibilities that this depression pre- 
sents. Because of this readjustment 
we are today standing up to our 
knees in the greatest business and in- 
vestment opportunities that this 
country has known since 1893. Real 
estate, good stocks, low-priced bonds, 
commodities and business enterprises 
are all for sale in the bargain base- 
ment. The shrewd business men and 
investors are seizing these opportu- 
nities, thereby laying the foundation 
for their future fortunes. 

“Big industry is already beginning 
to buy commodities in large quanti- 
ties. This will enable the manufac- 
turer to produce finished goods at the 
lowest cost in years and to pass that 
low cost on to the consumer. This 
activity will draw upon the existing 
stocks of raw material. Depleted 
stocks of raw materials will have to 
be replaced. These combined activi- 
ties will increase employment and the 
purchasing power of labor. The 
wheels of progress thereby will be 
set in motion and pull us from the 
depth of this depression into an era 
of better business.” 
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B1027 
Black Kid 4-Eyelet Tie, Black Pin 
Seal Tongue, Black and White Java 
Underlay, 14/8 Leather Heel, 143 


Last. 

B1233 

; Dark Brown Kid 4-Eyelet Tie, Prado 
Pin Seal Tongue, Brown and White 
Java Underlay, 14/8 Leather Heel, 143 


Last. 
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1601 


Black Kid 3-Eyelet Tie, 14/8 
Slim Kidney Leather Heel, 
Uskide Top, 124 Last. 


2201 


Autumn Brown Kid 3-Eyelet 
Tie, 14/8 Slim Kidney Leath- 


B1032W 


Black 


er Heel, Uskide Top, 124 Black Kid 4-Eyelet Tie, 
Morocco Tongue, 901 Lizard Lace 
BRB occ cceves _ Stay Insert, 16/8 Wood Cuban 
AA do, se crater eae’ 5%4—10 Heel, 139 Last. 
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B3026 
Black Kid 4-Eyelet Tie, 901 
Lizard Underlay, 15/8 Leather 
Heel, Uskide Top, 143 Last. 


B3226 
Brown Kid 4-Eyelet Tie, 903 
Lizard Underlay, 15/8 Leather 
Heel, — Top, 143 Last. 
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B3027 
Black Kid 4-Eyelet Tie, 901 Liz- 
ard Underlay, 13/8 Leather 
Wingfoot Heel. 


1 ere 4%4—10 
50c extra for sizes 914 and 10 
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$5.00 
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B3025 
Black Kid 1 Strap Center 
Buckle, Black Calf Strap, 
15/8 Leather Heel, Uskide 
Top, Last 143. 





Put Ponti-peds to work for you. Let them help you increase 
your volume—at a profit. These shoes are quality-made 
through and through—modish patterns, latest styles. Many 
nationally known merchants are finding it profitable to fea- 
ture Ponti-peds. Why not you? A copy of our new In 
Stock catalog will be sent on request. 


PONTIAC SHOE MFG. CO. 


PONTIAC ILLINOIS 
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The leisure and pajama 
slipper has now entered into the 
high-fashion class. Pipings and 
bandings, pinked innersoles, inlays 
and all sorts of hamdwork for 
covering heels, add to the cost of 
production but not in the cus- 
tomer’s mind. The public today 
is price-minded and price-demand- 
ing. 

There is also the luxury appeal 
wherein a most extravagant look- 
ing combination of gold and silver 
mules, featuring the back strap 
and octagonal heel is displayed 
and spotlighted. At the moment, 
brilliant red is featured in velvet 
and satin with gold and silver 
bandings and strappings. Odd lin- 
ing effects, such as the heel pad of 
silver and the quarter of gold add 
interest. 

The first promotion of house 
slippers begins at Thanksgiving 
time. Colorful groupings of win- 
ter slippers, such as the fleece 
lined children’s types and the color 
kid bedroom slip-on, should be on 
display in various sections of the 
store. One large department store 
in Chicago does a_ surprising 
slipper business during the holi- 
days because of the favored posi- 
tion of the merchandise, and be- 
cause of the values displayed in 
newspaper advertising. 

There is a great advantage in 
having related merchandise on dis- 


play. Bows, buckles, velvet plugs, 
shoe bags and the hosiery counter 
should be very near to each other, 
or at least have a relation to ar- 
ticles in the cases. Group sugges- 
tions for a price are splendid 


“Slippers First” 


for Christmas 


This is one year in which the slipper 

department has a major holiday place 

—make it an ally to Santa Claus at a 

time when useful things can be sold 

because they are practical as well as 
pleasurable. 


Slipper consciousness can be ob- 
tained by displaying a pair of these 
exquisite mules on a velvet pillow 
at a far corner of the department, 
and with a roaming or stationary 





for those customers who are 
remembering the college girl. 
Likewise the linking-up of 
color contrast or harmony 
with the boys’ and men’s 
bathrobe and lounge slippers. 

News copy suggesting the 
father and son ensemble with 
the accompanying picture of 
the father reading over the 
home lessons with the son, 
each of them being dressed 
in a house gown and slippers, 
will produce results. 
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Build 
Slipper 
Sections 
for 
Mid-Store 
Selling 
During 
Holidays 
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spotlight to attract the customer’s 
eye and attention. This feature 
not only lights up a corner of the 
department, but also takes the 
customer through the department 
where she might see other items 
to purchase as well as the one she 
had in mind. 

There is a big opportunity for 
suggestive selling in the house 
slipper and mule department, pro- 
vided the buyer takes his sales 
force into his confidence and ac- 
tually shows them how to sell 
more than one pair of mules for 
the holiday season. 

Slippers and hosiery are the 
two mainstays of retail shoe store 
holiday trade, so perhaps the most 
important thing to start is to see 
just what can be done to put the 
holiday spirit in these departments. 

Much depends on the physical 
aspects of the store. In most cases 
the hosiery counter is to the right 
or left of the entrance, in some 
instances right opposite the front 
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door. Whatever the location, it 
must be arranged and decorated so 
that everyone will know the store 
carries stockings. A special holi- 
day name helps, too, for this 
section. 

As a general rule, house slippers 
are racked in the rear of the ma- 
jority of stores but a growing 
tendency has been noted lately to 
carry the women’s bridge or house 
slippers in the same type of fix- 
tures as many houses carry their 
hosiery and in the hosiery depart- 
ment. Wherever slippers may be 
usually carried, they must be 
brought out in the open for the 
Christmas selling. 7 

Buckley Brothers in Houston 
build a fireplace scene in the front 
part of their store, with plenty of 
slippers racked on either side. 
Arranging slippers by sizes and 
retail prices on the racks is a great 
help in quick selling. By that 
means all size 7 in the $2.50 slip- 
pers are all together, regardless of 

pattern or color. Slippers are 


price appeal and not from 
size during the gift giving 
period. 

Store arrangement is of 
prime importance at all times 
b ut more so during the 
Christmas season. It takes 
an artist to show a great 
plenty of many different 
kinds of shoe store merchan- 
dise and not have a cluttered 
appearance. The store must 
be clean, not just “broom” 








Over the 
Counter 
Sales and 
Service 
in Every 
Store 
During 
Holidays 
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clean but spotless. More than any- 
thing else, it must be interesting 
from the angle of the public who 
have money to spend. A mess of 
twisted colored paper made into a 
bower does not necessarily make a 
store interesting. 

One of the outstanding stores of 
this country reports on slippers, 
as follows: 

“A survey of our business, over 
a year ago, brought us to the con- 
clusion that we were not doing a 
slipper business commensurate 
with our shoe business, and upon 
the heels of this conclusion fol- 
lowed the decision to create a slip- 
per business of enviable propor- 
tions. 

“The first problem to present 
itself was what price will have the 
greatest appeal and provide us 
with the most volume? This was 
easily solved after two months of 
experimenting with slippers at va- 
rious prices, for we _ speedily 
learned that $3 was the most ac- 
ceptable price to the public, and 
that it would enable us to realize a 
very satisfactory volume of busi- 
ness. 

“We sold our slippers at a com- 
paratively low mark-up. Realizing 
that we would have few mark- 
downs to take with an article of so 
staple a nature, we felt that we 
could safely sell them at a lower 
mark-up, but principally we felt 
that the low margin of profit we 
were allowing ourselves would be 
quite apparent to the public and 
that their buying response would 
be the more enthusiastic. We were 
certain that the volume of business 
would more than counterbalance.” 














SALARY vs. COMMISSION 





Experience of Successful Merchants Shows Commissions Over- 


[1 the RECORDER of October 17, we 
began a debate: Resolved That the Straight Salary 
Method of Paying Shoe Salesmen Is Better Than the 
Commission Plan. 

The affirmative side, supporting the straight salary 
plan, had the floor then and presented the views of 
five well known shoe merchants. These men made a 
strong and well rounded case for straight salaries. If 
you missed it, you should go back and look it up. 

Now we are to hear from half a dozen other keen 
shoe men whose experience has led them to the oppo- 
site conclusion—that the commission plan produces 
better results than straight salaries. 

First we hear from the SENACK SHOE COM- 
PANY of St. Louis, with a very positive statement 
in favor of commissions. 

“Some years ago we had all our salesmen on sala- 
ties, but we find the commission plan more satisfac- 
tory. Under the salary arrangement it was noted 
that some of the men did not show proper eagerness 
to wait on trade. 

“Often during busy times we would find men absent 
from the floor, either in the stock room or even out 
of the building entirely. We now have a much 
better control over our force by having them strictly 
on commission, without any guarantee or drawing 
account. 


come Indifference, the Worst Fault of Many Shoe Salesmen 


By MURRAY C. FRENCH 






“When we employ a new man we inform him that 
if he is not able to make more on our commission 
basis than he would on a $25 or $30 salary or draw- 
ing account, then he is not the type of man for us. 
We have found only very few cases where we have 
not been able to offer a satisfactory position to the 
man we want. 

“Our managers are on a strictly salary basis, except 
that we give them a modest quota which we desire 
them to sell personally, and if they exceed this quota 
they are permitted to pay themselves 5 per cent on 
the excess. The salesmen are paid 6 per cent com- 
mission, and the one who serves as assistant to the 
manager is given from $7 to $10 per week in addi- 
tion to his commission. 

“Of course the key to the commission system is 
entirely a matter of supervision, and we watch very 
carefully to see that the manager does not have too 
many men on the floor. We want those who are 
working to earn a reasonable salary.” 

Almost everyone knows -Roy E. and Manly O. 
Stevens (if you don’t you should), who conduct the 
STEVENS SHOE STORE at Ottumwa, Iowa. They 
use a combination plan that does away with many of 
the weak features of both straight salaries and straight 
commissions. It is a mighty good method—so pay 
close attention. 
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A NAME ASSOCIATED WITH A PRODUCT FOR 44 YEARS GAINS A SIGNIFICANCE OF ITS OWN 


Master Craftsmen 





Just as the guild stamp was a warranty 
of excellent craftsmanship, so today, the 
Mitchell & Peirson trade mark signifies 


care and comprehensive knowledge 
reflects itself in the silky smoothness 
and superior wearing qualities of 


the finest in Glazed Kid Leathers. 





Pioneers in the manufacture of Glazed 
Kid, Mr. Peirson and his sons, who have 
made an exhaustive study of scientific 
tanning methods, daily supervise every 
phase of their tanning processes. This 


than 44 years. 





Mitchell & Peirson Leathers. 


Mitchell & Peirson Leathers, for uppers 
and linings, have been acclaimed by 
leading shoe manufacturers for more 


In Black and all popular colors. 


a2) MITCHELL & PEIRSON 


INCORPORATED 





FACTORY AND SHOWROOMS: 36th & REED STS: PHILADELPHIA 


e 
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c ' The spats pictured are of AGENTS 
i GLOSSPAT. This new FC DONOVAN, INC, 
M & P glazed kid is fast 44-46 South St., Boston, 
S winning the approval of rag | yo wr 
shoe and spat manufac i Soh ‘ 
y turers everywhere. You, SPILLE co., 228 East 8th 
0 too, will find it a profit- St., Cincinnati, Ohio. 
sae aegis ; BIRON & CAHN, 100 
e bringing sideline. Write Gold St., New York. 
for samples. In Mohave ARTHUR S. PATTON 
) Sand, Canyon Brown, LEATHER CO., 1602 
Fawn Brown, and Grays. Locust St., St. Louis, Mo. 
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Their plan is based on the simple theory that every 
man in the store does two distinct things—he “works” 
and he “sells.” Therefore he should justly be paid 
a “working” wage and a “selling” wage. The “work- 
ing” wage is a fixed amount per week, the “selling” 
wage is on a commission basis. But let’s hear 
Manly O. tell about it: 

“For some time we have been paying our salesmen 
a regular weekly salary for their work, and in addi- 
tion to this we pay them a 5 per cent commission on 
their sales. In other words, the window trimmer 
receives so much for his work plus 5 per cent of his 
sales. A department head gets a salary for his work, 
a commission for his sales, etc. We use P.Ms. also. 

“We have found that in order to make the com- 
mission basis successful it is necessary that all sales- 
men be on an equal basis, so we use the ‘Up Man 
System.’ Each man has his turn at being first up 
and by the end of the year everyone has had an even 
break. 

“We find this is much better than straight salaries 
as it creates a healthier condition among our salesmen 
and their sales are only a few hundred dollars apart at 
the end of the year. It also is practically putting the 
employees in business with us and we feel they are 
more anxious to make the business successful when 
there is more in it for them. 

“We might also add that men who were formerly 
on straight salaries are now making more money on 
commissions, due to the increased volume of their 
sales.” 

Going over into the department store field, we hear 
from R. J. West, employment superintendent of 
J. N. ADAM & CO. of Buffalo. He casts a weighty 
vote for commissions. 

“Prior to a year ago,” says Mr. West, “salespeo- 
ple in our shoe departments were paid a salary plus 
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AND MAN-—- a 


EVERYBODY'S 
HAPPY 


THE CASE FOR COMMISSIONS 


1. Commissions are based on the human 
nature appeal—do more, get more. 

2. Commissions put a salesman in business 
for himself, make a better man of him and 
keep him from deteriorating through too much 
security in his job. 

3. Good salesmen usually prefer commis- 
sions; poor men prefer straight salaries. 

4. Commissions promote faster selling. 


v 5. Good salespeople recognize the justice 

of commissions. They know that they will 

earn more eventually if they sell more goods. 
Vso why not now, week by week. 


1 per cent un sales in excess of their monthly quota, 
which was based on a 6 per cent selling cost. 

“We found after several years on this basis we 
were not able to attract the right caliber of salespeo- 
ple, inasmuch as most of the shoe stores in the city 
paid a drawing account against a straight commission 
basis, ranging from 5 to 8 per cent. 

“We therefore changed to a drawing account against 
commissions of 6 per cent on all net sales and found 
we were able to attract the type of salespeople we 
wanted. A careful check is kept on the production 
of each salesperson and an employee who cannot earn 
the drawing account must either have it reduced or, 
as a last resort, leave our service.” 

And now we hear from THE POTTER SHOE 
CO., Cincinnati, who have worked out a most interest- 
ing system of graduated commissions. Under their 
method when a shipment arrives each shoe is given 
2. code letter attached to the stock number. This letter 
indicates what percentage the shoe will carry, as fol- 
lows: C, 3 per cent; D, 4 per cent; E, 5 per cent, etc., 
on up to J, 10 per cent. 

When a sale is made the clerk marks his check— 
for instance, E 1042—$10. He also puts the code in 
the shank of the left shoe and it denotes that he re- 
ceived 50 cents for the sale. 

H. C. McLaughlin, vice-president, says: “We make 
up our minds what percentage each shoe will carry 
entirely upon the demand for that particular shoe, 
especially where material is concerned—as it is this 


year. 
[TURN TO PAGE 55, PLEASE] 
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EGARDLESS of the price or kind of shoe asked 
for—tell your clerks to show each customer 
Nunn-Bush shoes, too e Of course you must 

sometimes show cheaper shoes, but it is always good 
business to try for the more profitable sale by trying 
a Nunn-Bush shoe on every foot for comparison. 


The man who has been accustomed to cheaper shoes is 
your best fine shoe prospect—because he will really ap- 
preciate the difference when he gets a Nunn-Bush shoe 
on his foot ¢ So give him a chance to judge the differ- 
ence ¢ His feet will feel it—his eyes will see it. You 


will KNOW IT. 


Show him the difference Nunn-Bush craftsmanship 
makes—in comfort and appearance—in the fit of heel, 
instep and ankle e Te// him and you will se// him. 
Tell him that Nunn-Bush uses only the choicest parts 
of the choicest leathers ¢ Tell him that Nunn-Bush 
lasts are specially developed for more perfect fit ¢ Tell 
him that Nunn-Bush shoes are made in pairs—to give 
absolute mates ¢ Tell him that they are cut from indi- 
vidual patterns for each last and size—that they are 
shaped to the last over which they are made without 


ON FLVERY FOOT 





straining or tugging e There will be no distortion 
after the shoes are worn. 


Now - Lower Prices - Improved Quality 


Tell your customer the difference now—he will know 
the difference three months later—when his Nunn-Bush 
shoes have fulfilled the promise their good name implies. 
Important refinements have been added « New 
low prices are in effect. 


Try a Nunn-Bush Shoe on EVERY Foot! 
NUNN-BUSH & WELDON SHOE CO. 


New York ow MILWAUKEE oo San Francisco 


Nunn-Bush 
Ankle-fashioned 
OX FORD §S 





SEE US AT CHICAGO —N. S. R. A. CONVENTION — ROOM 819 PALMER HOUSE HOTEL 
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Rice-O’Neill have in six years established 
themselves as a successful and highly depend- 
able style house; specializing in high-grade 
women’s novelty shoes to retail from $8.50 to 


$10.00. 


They do not hide their “Style Light”? under a 
bushel basket, but find it profitable to use the 
Recorder month after month displaying in their 





advertisements the latest developments in their SSE rota Some Carvel 
line to keep their customers and prospects con- oe Rh “ONE Be? 
stantly aware of their progressive styling. oD eee 

YA. d 

e e ° ye = 
Furthermore, during the past year Rice-O’Neill 2 f, we 
has told its style story to the readers of Har- J aetncte <9 : 
py BY 


pers Bazaar and Vogue. 


The Recorder congratulates Rice-O’Neill on 
their splendid success. We are glad to have 
played a part in it. 











Any manufacturer in the shoe industry who 
has a good product and a sound marketing plan 
will find the Recorder advertising pages the 
most economical and expeditious means of con- 
veying his story direct to the brain cells of 
America’s leading shoe merchants. The Re- 
corder’s fifty years of building reader inter- 
est assures its advertisers of a responsive audi- 
ence. Rates and circulation figures upon re- 


quest. 


BOOT AND SHOE RECORDER 
PUBLISHING COMPANY 
239 West 39th Street : ‘ : New York 
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Retailers P 





an Pivotal Meeting 


2Ist Convention of N. S. R. A., in Chicago, Jan. 3-5, 
Comes at Auspicious Time for Industry, Says Geuting 


“| believe our 2Ist annual 
convention, coming at the turn of the New Year, 
occurs at a most auspicious time for the entire shoe 
industry, and particularly for the shoe retailers of 
the country, for the reason that with the beginning 
of a return to good times, which is expected to 
materialize at that time, and grow progressively 
better, it will mark the turning-point in the business 
of our entire craft.” 

Thus spoke President A. H. Geuting, of Philadel- 
phia, in giving expression to his conception of the 
importance of the convention and the value he believes 
it will have for the industry. 

“There never was a time,” said President Geuting, 


32 








“when retailers and, for that matter, manufacturers 
and tanners, were watching more eagerly for sign- 
posts indicating the path to be followed in conducting 
their businesses during 1932. Our convention is being 
planned with the idea of providing a clearing-house 
for the best thoughts of the leading men among re- 
tailers of our own trade, and those from without, 
as to how to chart their business to meet conditions 
which are expected to prevail during next year. 
“Our convention,” continued President Geuting, 
“will in reality provide a business education for mer- 
chants. The program has been built around three 
noon-day business luncheon sessions, to be followed 
[TURN TO PAGE 42, PLEASE] 
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RED CROSS SHOES] 


AT A PRICE EVERY Y¥ 


DETERMINED TO CONQUER 
PRICE RESISTANCE ON 
HIGH-GRADE FOOTWEAR, 
WE HAVE REVOLUTIONIZED 
OUR POLICY....MAKING IT NOW 
POSSIBLE FOR DEALERS TO SELL 


RE ACROSS SHOES 


“0 


OW! RED CROSS SHOES are within reach of 

millions of women who for years have wanted 
to wear RED CROSS SHOES but whose budget 
did not allow for the $8.50 and $10.00 price! 


NOW! RED CROSS SHOES a more beautiful-- 


-_ uthfully style d-- adhering to a ame high standa om os 
orkmanship, living up to the ae traditio — ae 
nal 


CROSS sho aa ng which have bu ~sieete 
RED CROSS reputation. 


There will be 


‘NO COMPROMISE 
or RED CROSS Quatily 








(ol Available 


AU AVN Be WY ee a 1 










RRESPECTIVE of the new $6 RED CROSS price, 

compare the salability and consumer acceptance 
of the distinguished RED CROSS SHOE with any 
arch line in your store or in your community. 


The RED CROSS label in good shoes, backed by a quarter century of national 
advertising has been brought to the attention of women in every state of the Union. 
Women have been satisfied to pay $8.50 and $10.00 for these shoes. Now our new 
liberal advertising campaign will tell the story to millions, of the famous fitting “Limit”’ 
lasts... the outstanding BEAUTY of, the RED CROSS SHOE, which “fits the foot 
in action and repose,” all at a $6 retail price. 


The 
a RED CROSS 
neva SHOES _ 


Now COSTS NO MORE 
NOW ¢ RETAIL than Ordinary Shoes 



























The former price ranges of 
RED CROSS SHOES 
limited them to 10% of the 
market. The new low price 
makes them available to 90% 
of the women of your com- 


— munity. Think of it: RED 
- CROSS Quality, Beauty, 
Perfect Fit, and Reputation, 
at a popular price! 














| Franchigg Ay Available 


for the RED Dies Line | 


Promptness in writing for the exclusive RED CROSS 
franchise is advised! Representative dealers can secure 
this franchise where it is not already placed. 


From the moment this new policy was rumored, we were deluged 
with requests by long distance telephone, telegraph and letter, for 
exclusive representation. Already we have on file letters assuring a 
tripling of volume by our continuing the high standard of RED CROSS 
SHOES. Some of the best minds in the retail shoe world agreed 
that complete acceptance of the RED CROSS SHOE at $6 would be 
forthcoming from both merchant and consumer. Some went so far 
as to say “THERE WILL BE NO SALES RESISTANCE WHEN WE 
OFFER RED CROSS SHOES AT $6!” 


Profit by Our Past & Future 
Advertising & Complete Cooperation | 


A big national advertising campaign has been planned, exploiting the name and 
fame of this distinguished shoe, bringing the new RED CROSS story to the eyes 
and ears of your community --- the “Limit” lasts---the new low price! 



















Practical dealer helps will send new customers to your store to buy the now 
popular-priced RED CROSS SHOE. 


Volume Assured for Representative Dealers 


Complete dealer and consumer study has convinced us you can secure the 
additional volume you have been looking for with the new RED CROSS SHOE. 
Write today for the RED CROSS Franchise---tomorrow may be too late. 





ams representatives will be at the Commodore Hotel, New York 
City, during the Manufacturers’ Style Show and also several days 
ahead --- write Cincinnati headquarters for advance appointment. 


The United States Shoe Corporatio 
























Cincinnati 
A : ‘ A.B. Cohen Ernest M. Daniels James P. Orr Alvin Salinge 
REC. U.S.PAT.OFF. DIRECTORS | J. J. Smith J. J. Smith, Jr. Jos. S. Stern Alfred T. peshed 





She RED CROSS SHOE 


Now Oflmericas BEAUTIFUL Cflrch Footwed | 
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NORTHWESTERN LEATHER COMPANY TRUST - BOSTON 
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Harvard Reports on Shoe Chains 


around 33.1 per cent of sales for op- 
erating expenses.’ This figure is not 
comparable with the Bureau’s figure of 
32.8 per cent for shoe chains because 
the Association treated inward trans- 
portation charges as expense, whereas 
the Bureau considered it as cost of mer- 
chandise. If, for purposes of compar- 
ison, the typical percentage of inward 
transportation cost to sales for shoe 
chains be added to the corresponding 
percentage for total expense just men- 
tioned, it appears that the expense for 
chains, expressed in terms comparable 
to those used by the Association in pre- 
paring its figures for independents, was 
33.6 per cent. The difference between 
this figure and the Association’s figure 
for independents (33.1 per cent) is so 
small as to be negligible in view of the 
possible errors in both figures. The 
only conclusion warranted is that ap- 
parently chain organizations and inde- 
pendent stores retailing shoes operated 
under approximately the same expense 
rates in 1929.2, Comparison of the Bu- 
reau’s figure for the gross margin of 
shoe chains and the Association’s typ- 
ical figure for the rate of gross margin 
in independent shoe stores likewise 
shows only a small difference.’ 

In thinking about these comparative 
percentages, it should be remembered 
that there are no accurate data regard- 
ing the functions performed by chains 
and the functions performed by inde- 
pendent stores. Since 1920 or 1921 
manufacturers have shown a strong 
tendency to establish in-stock depart- 
ments and to take over much of the 
wholesale function. During the last 
ten years, therefore, shoe wholesalers 
have occupied a less important position 
in their trade than grocery wholesalers 
have in the distribution of grocery 
products.‘ Apparently it was the cus- 
tom, in 1929, for independent stores to 
buy their shoes directly from the man- 
ufacturers, and for the chains also to 
buy all or a large portion of their 
shoes directly. Also, half of the chains 
which reported to the Bureau did no 
warehousing or almost none (less than 
10 per cent of the goods sold). Hence, 
it appears that half of the chains had 
taken over little if any of the physical 
handling function at one time per- 
formed by the wholesaler. The remain- 
nig chains apparently had assumed a 
portion of this function. In addition, it 
seems likely that, in selling to chains, 
manufacturers or wholesalers operate 
under lower expenses than those in- 
curred in selling to independents. For 
instance, the selling and credit expenses 
quite possibly are lower. In some in- 
stances, functions corresponding to 
selling and to credit may have been 
taken over by the chains; in other cases 





[CONTINUED FROM PAGE 17] 


the chain method of operation may 
have reduced considerably the amount 
of sales and credit work to be done. 
Thus, it may well be true that in 1929, 
the shoe chains performed some of, but 
not all, the functions of wholesale dis- 
tribution; and that the chains also 
made it possible for manufacturers to 
market their shoes at lower costs.° 

Chains and independent stores in the 
shoe trade may differ also with respect 
to the amount and character of retail 
service performed, because the chains, 
on the average, may give less charge 
account and delivery service than do 
independent stores. Finally, in com- 
paring the results of independent shoe 
stores and chains, it would be a mis- 
take to think only of percentages and 
to disregard séllifig prices. For in- 
stance, if the chains are able to give 
better values (that is, to sell at lower 
prices) than the independents, and if 
they have the same rate of gross mar- 
gin, they are performing the retail 
function, and possibly some of the 
wholesale function, at a lower dollar 
margin than the independents require 
for performing only the retail func- 
tion. On the other hand, if the chains’ 
values are not so good as those offered 
by the independent stores (that is, if 
the chains’ prices are higher), and if 
they are taking the same rate of gross 
margin, the chains evidently require a 
larger dollar margin than the inde- 
pendents. 

Under the circumstances it is not 
possible to reach a decision on the rela- 
tive efficiencies of independent shoe 
stores and chains, or an appraisal of 
the effectiveness with which the chains 
are being managed. It is possible that 
the chains, by eliminating certain ser- 
vices and functions, have brought about 
some economies in the distribution of 
shoes; but one cannot determine 
whether the chains are performing the 
services and functions which they have 
elected to perform more efficiently than 
the independent stores are performing 
the services and functions which they 
have elected to perform. 


1The report of the Association (“Shoe 
Store Operations for 1930") states that 
operating expenses, after including pro- 
prietor’s account, typically were 30.6 per 
cent of sales. The Association im_cor- 
respondence with the Bureau indicated that 
interest was not included as an expense. 
The Bureau’s studies of the independent 
shoe trade for the year prior to 1924 in- 
dicate that total interest charges typically 
amounted to more than 2.5 per cent of 
sales. This was the typical experience of 
stores with sales of around $60,000 and a 
rate of stock-turn of 1.9 times. The As- 
sociation’s study for 1929 covered stores of 
about the same size with a typical rate of 
stock-turn of about 2.0 times. The. figure 
cited in the text is an estimate prepared 
by adding 2.5 per cent to the 30.6 per cent 
reported by the Association. 


2It is quite possible that the 100 stores 


which reported for the Association’s study 
are better-than-average stores, because sup- 
posedly more alert, more able managers 
are the ones most likely to be interested in 
work of this sort and are most likely to 
have t figures necessary for participa- 
tion. If it is true that independent stores 
on the average operated at a higher rate of 
expense than that reported by the Associa- 
tion, of course the chains may have had 
lower expense rates than the independents. 
However, the Bureau’s chain store sample 
may represent better-than-average vper- 
formance. 


8 The typical figure for the gross margin 
4 independent shoe stores as reported by 
the Association was 33.1 per cent. In com- 
puting this figure the Association specified 
that cash discounts should be deducted from 
purchases but that inward transportation 
charges should be treated as expense. For 
a comparison, therefore, the Bureau’s figure 
for the gross 7 of chain stores in 1929 
must be increased by the amount of inward 
transportation charges, 0.8 per cent of net 
sales. This makes the typical figure for 
shoe chains 34.4 per cent. 


*It is possible that the growth of the 
chains had a part in causing the decline of 
the shoe wholesaler during this period, and 
hence in making it necessary for manufac- 
turers to set up in-stock departments and 
to sell directly to retailers. 


5 According to the published Harvard 
material, which in 1929 was 13 years old, 
the selling and credit functions typically 
may have accounted for from 6 per cent to 
7 per cent of the shoe wholesalers’ sales 
and the physical handling function. to 
around 5 per cent of the shoe wholesalers’ 
sales. Perhaps it would not be far wrong, 
therefore, to guess that the shoe chains 
have taken over, or have made possible the 
elimination of, wholesale functions which 
formerly cost the wholesaler or the manu- 
facturer around 5 per cent of his sales. 


Holding Price Level 
“In the face of a declining market in 
commodity prices, the Natural Bridge 


Shoemakers. refuse to impair the qual- 
ity of their product to meet the demand 


for cheap shoes. This announcement 
comes from N. C. Evans, who is man- 
aging director of this division of the 
Craddock-Terry Company, one of the 
country’s oldest and largest shoe manu- 
facturers, and formerly a retailer, hav- 
ing been a divisional merchandise man- 
ager of Gimbel Bros., New York, and 
manager of the Wieboldt Stores shoe 
departments in Chicago. His viewpoint 
is still that of a retailer and the pres- 
ent plan is unquestionably a retailer’s 
plan. They rightfully feel that the 
popular price fields still cover a tre- 
mendous portion of the buying market 
of the American public, particularly in 
the utility shoe field. They recognize, 
however, that shoes in these fields to- 
day must represent better values than 
six months or a year ago. They also 
recognize the retailer’s need for a safer 
margin of profit. They recognize the 
advantages of “across the board” prices 
to the retailer so that he knows all the 
time what his shoes cost. These funda- 
mental merchandising ideas have been 
incorporated in the Natural Bridge 
plan for Spring in addition to its 
former policy of national advertising; 
in-stock service and dealer helps. 
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1604 Republic Bldg. 














ANNOUNCES 
AMERICAS OUTSTANDING 
$5 SHOES FOR 1932 























these Bob Smart salesmen who are now in their 

territories with the most complete and attrac- 
tive line of footwear ever offered in popular priced dress 
shoes for men. 


More than 60 new numbers. More than 40 sport shoes. 
New lasts and new patterns. New staples. New novel- 
ties. New leathers and new blending of colors. All 
in all, 85 styles that will answer every need and whim 
of the most fastidious dressers. 


$5 sellers at $3.35 and $3.40. $4.00 sellers at $2.65. 


A MBASSADORS of Profit! That’s what they are— 


Still Telling It to the Millions ia the Saturday Evening Post 








All of them backed by Saturday Evening Post campaign 
which will be continued throughout the entire year of 
1932. New profits for the present Bob Smart dealer, 
and new opportunities for those who have not yet 
availed themselves of the profitable business that comes 
in featuring these nationally advertised shoes. It’s an 
important story for you to hear. Let our Ambassador 
of Profit tell it to you. When shall he come? 


BOB SMART SHOE CO. 
MiLWAUKEE WISCONSIN 


Complete Retail Price Range—$3.50 To $6.00 


Chicago Office: 
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Pittsburgh Office: 
505 Lyceum Bldg. 


SHOES 














The Names of a Nation 
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(5 SPOTLIGHT of publicity shifts a shaft and in 
its glare, the name of a person or a product is indeli- 
bly impressed on the minds of millions of men. 

No one knows the why or wherefore of popularity’s 
vagaries. An interesting personality, a persuasive prod- 
uct, a perspiring press-agent, a sincere service. 


af: ores: ese = So 
a i a 


By the simple variation of a voice, Vallee started some- 
thing fluttering in the hearts of a million married women. 

The name of Tiffany on a set of silverware thrills the 
maid about to be withdrawn from circulation. | 

Hundreds of husbands drown in Campbell’s Soup! 

Folks poke fun at Ford and his machine. He finds fun 
figuring profits on an adding machine. He loves the old 
dances but he puts a modern shimmy into every new car. 

Six short years ago, every Shoe Manufacturer KNEW 
that the field was overcrowded. Everything that could be 
done, had been done in the making and selling of Men’s 
Shoes. To start something would be silly! 

So WALTER BOOTH started! 

Satisfying the retailer’s suppressed desire for PROF- 
IT and the wearer’s right to shoe style and comfort, 
WALTER BOOTH took its place among the names of 
a nation. 








Was it Lady Luck or Common Sense? 
How should I know! 





WALTER BOOTH SHOE CO. 


$02 NORTH BROADWAY © * MILWAUEEE, WISCONSIN 


MANUFACTURERS OF MEN'S DRESS SHOES 


































Retailing at $3.50 $4,00-$5.00 6.00 at a Profit 
IN STOCK AAAtoEEEE « « « SIZES5tol4 
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Sheenahing in all its phases is 
to be shown at the coming National Seasonal Opening 
and Shoe Display Week at the Hotel Commodore, 
New York City. 

Among the interesting things which will attract the 
attention of visitors, probably none will receive closer 
and more careful inspection than the educational ex- 
hibit which is to be installed in the large mezzanine 
parlor on the mezzanine floor of the Hotel Com- 
modore. No exhibit of similar character has hereto- 
fore been attempted. 

This exhibit will contain the replica of the Smith- 
sonian exhibit showing the detail of making Goodyear 
Welt Shoes, the nature of the machines required, the 
position of the operator when at work and the actual 
shoes themselves, beginning with just pieces of leather 
which form the shoe upper and going from one opera- 
tion to another up to the completed shoe. The de- 
scriptive cards used in connection with the various 
pieces give the exact story as the shoe progresses 
toward completion. 

In connection with this there will be a very com- 
prehensive exhibit showing the various other methods 
by which shoes are made, not only at this time but 
in the past. It will include shoes made by the use 
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Educational Exhibit at Shoe Show 


Manufacturing in All Its Phases to Be 
Shown in Replica of Smithsonian Insti- 
tution Exhibit on Mezzanine Floor of 
Hotel Commodore Nov. 16 - 20— 
Collection of Historical Footwear from 


U.S. M.C.. Museum Another Feature 


Crossroads of Shoe World, Nov. 
16-20—Hotel Commodore and 
Pershing Square, New York. 


of wooden pegs ; the Standard Screw; McKay Sewed; 
Turned ; Littleway ; Stitchdown and Cemented. Much 
effort has been expended in arranging these exhibits 
in such a way as to make them readily comprehended 
by even the lay mind, and the story of progress in each 
one is carried through in sufficient detail to give an 
exact idea of all the important operations which occur. 

In addition to this there will be a large grouping 
of shoes from the remarkable Museum belonging to 
the United Shoe Machinery Corporation at its new 
building in Boston. These include some of the most 
interesting and valuable shoes in this collection, among 
them being a bedroom slipper of the Empress Eliza- 
beth of Austria; jousting boot once worn by Henry 
IV of France, King Henry of Navarre; a shoe of 
Pope Pius VI; a shoe of the Archbishop of Trent, 
1695; a boot left by Lafayette on his last visit to this 
country in 1828; boots of the Napoleonic period ; to- 
gether with a wide range of shoes from various coun- 
tries and various periods forming a most interesting 
and colorful exhibit. It is one that has seldom been 
shown and gives a clear insight into the footwear that 
people have worn in different parts of the world and 
in many instances are still worn in other lands and by 
strange peoples. 
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boots right in stock. The method used 

in this store is to have a perpetual in- 
ventory of sizes right on the desk. As 
fast as a size is sold, the cashier auto- 
matically orders a replacement. In this 
way the stock is always kept up and no 
duplicate sizes are carried. Boots run 
into real money, so they must be care- 
fully merchandised. A store should not 
carry more pairs on hand than it can 
reasonably hope to sell in.a two-month 
period. By that is meant that a store 
should not carry a stock of say 50 pairs 
of boots when they only will sell 25 
pairs in two months’ time. Better by 
far to order often and be sure. 

It is quite necessary to carry on hand 
a representative size run. But even in 
New York it is only necessary to stock 
the tan calf field boots and dress boots 
in widths C and D, in sizes 6 to 11. 
This is really the backbone of the busi- 
ness, but in addition to these we find 
it well to carry a small size run on 
women’s boots. Even though this is 
strictly a men’s shop, a small per cent 
of this women’s trade has come to us 
from the men who have been so well 
satisfied with our boots and our service. 

To tone up displays we find it ad- 
vantageous to carry an assortment of 
various boots, such as one pair of avia- 
tor’s boots, one pair of black boots, and 
one pair of children’s riding boots. 
These are in addition to the previously 
mentioned small stock of women’s boots. 
It is not necessary to stock any of these, 
as they are easily obtained within 24 
hours’ time. 

A little idea which may sound a bit 
out of the way, but it is really worth 
trying: After treeing the boots, Simon- 
ize them, using the same polish that is 
used on the finish of automobiles. Pe- 
culiar enough, after a boot has been 
Simonized, it will not fade very easily 
from the rays of the sun, and the Si- 
monizing will add considerable beauty 
to the finish of the boot. Do not use 
any of the Simonizing cleaner, but 
simply the polish. Try this on a pair 
of boots, and your competitors will be- 
gin to wonder where you ever got a 
pair of boots with such a wonderful 
finish. 

Now one very important thing that 
must not be overlooked is the boot ac- 
cessories. Some stores realize more 
profit from the sale of accessories than 
they do from the sale of the boots. Such 
items as boot hooks, boot jacks, various 
spurs, straps, chains, boot trees and 
saddle soap should be on display at all 
times. 

Proper attention to balanced displays 
will not provoke the criticism of the 
farmer in the story who came into a 
store and said: “I want to buy a plow”. 
The clerk replied: “I’m sorry, sir, but 
we don’t carry plows.” “No plows,” 
said the surprised farmer. “No, sir,” 





Putting Spurs on the Boot Business 


[CONTINUED FROM PAGE 19] 


farmer said, “this is one hell of a drug 
store.” 

The following incident will show a 
typical development in the selling of 
boots. A pair of boots in our window 
caught the eye of a passerby, and he 
purchased a pair. A week later he 
sent in four of his employees, all of 
whom were fitted at one time. This 
man turned out to be one who had a 
country estate and owned a small stable 
of horses. 

There is another very important mat- 
ter having to do with the sale of rid- 
ing boots which certainly should not be 
overlooked, that is the alteration part 
of the business. A man is not expected 
to take a pair of boots unless they are 
a perfect fit. Of course it is very nec- 
essary to be extremely careful in tak- 
ing measurements and to have a repair 
man at one’s elbow who will carry out 
all instructions to the letter. In our 
own case the care that we have taken 
on all alterations has resulted in our 
not having a single case where the 
boot did not fit perfectly. Although 
in a few instances it has been neces- 
sary to make a slight alteration a sec- 
ond time, as we naturally have to allow 
for the breeches. In making altera- 
tions make sure not to destroy the 
original graceful lines and shape of the 
boots. 

Although the boots we handle are 









from stock, they are easily made into 
hunting boots by attaching tan cuffs to 
black boots and black cuffs to tan boots. 
Spur rests and cuffs are more or less 
of a repair work accessory, but even in 
the repair work there is money to be 
made. 

There is always one time of the year 
when we make a very prominent dis- 
play of riding boots and accessories. 
This is, of course, during the Horse 
Show in New York, an event which is 
extensively advertised and attracts a 
large gathering of horsey folks the 
country over. 

Every customer purchasing a pair 
of boots relies much on the opinion of 
the salesman. It is, therefore very im- 
portant that the salesman be thorough- 
ly trained in the knack of handling 
boots, the sales chatter that goes with 
the selling and also have a thorough 
working knowledge of the various types 
of boots and the purposes for which 
they are intended. 

It is absolutely necessary that a sales- 
man must be able to impress his trade 
that he is not just a retail shoe sales- 
man, but an authority on riding boots. 
This is not a case of bluff but of know- 
ing all the solutions to the various prob- 
lems in this particular field. The fit- 
ter must warrant and have the confi- 
dence of his customer, even more than 





in a shoe sale. 





by a series of round-table open forums, 
at all of which business questions of in- 
calculable interest to all retailers will 
be discussed. 

“These meetings will be peppy, 
lively, informative, stimulating and 
practicable. There will not be a dull 
minute at any one of them, for well- 
known merchants will preside over 
each and they will be assisted by other 
retailers who will be men who ‘know 
their book,’ so to speak. 

“Trade associations like the N. S. R. 
A. have become great factors to which 
the National Government and other 
regulative bodies look for guidance and 
direction, no less than the. members of 
the trade which they serve. President 
Hoover has time and again recom- 
mended to the business men of the 
Nation to look to their associations for 
guidance and support for the regulation 
of their business and to assist in put- 
ting their houses in order and to guide 
them to prosperity and success. This 
is the object of the N. S. R. A. and 
a splendid development of it will be 
evidenced at our January convention. 
T want to see our business something 
more than just selling shoes—to have 





said the clerk, “no plows.” “Well,” the 





it recognized as a semi-professional 


Retailers Plan Pivotal Meeting 


[CONTINUED FROM PAGE 82] 


business that is rendering a very real 
service in supplying the American 
people with good shoes, properly fitted 
and sold at a reasonable price and with 
a reasonable profit to the ‘retailer. 

“Our 21st convention, therefore, 
should be a magnet that will draw thou- 
sands of retailers to Chicago, Jan. 
4-5-6, next. They should come in even 
larger numbers for this convention 
than in past years because there never 
has been a time when it will be so 
necessary for them to know how to 
act, what to buy and what plans are 
best for insuring a profitable year. 

“I understand from our headquarters 
that already the advance registration 
of retailers is greater at this time than 
for some years past, while the registra- 
tion of manufacturers who will exhibit 
their new lines for the spring season 
is larger than was expected. The pres- 
ence of great numbers of retailers 
provides, in my opinion, an unusual 
opportunity for them to mix with their 
brother retailers, to renew acquaint- 
ances, to swap ideas, exchange informa- 
tion and in other ways pick up a fund 
of facts for use in their own business. 

“The displays of shoes, leather and 

[TURN TO PAGE 56, PLEASE] 
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PREFERRED by 


Tips may be either fab- 
ric, metal or celluloid. 
We recommend the re- 
cently perfected. 


JOSCO FABRIC TIP 


—a small, neat tip that 
will enter any eyelet with 
ease. It has no shoulder 
to catch, scratch or tear 
and is absolutely water- 
proof. 
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m MANUFACTURERS—because they 
prefer to use laces of proven value. 66 years 
of lace making experience together with 
modern equipment and methods have pro- 
duced a complete line of laces for every 
type of shoe that represents maximum value 


for the price. 


m RETAILERS—because they know the 
sales value of such important little details 
as shoe laces—one of the visible signs of in- 
herent quality in the shoe itself. Shoe laces 
also find a ready sale as replacements and 


pay an attractive profit. 


SHOE LACE COMPANY, LTD. 


(Successor to Joslin Mfg. Co., Established 1865) 


PROVIDENCE, R. I. 


SELLING AGENT 


UNITED SHOE MACHINERY CORP., BOSTON, MASS. 
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comfort and wear—in the choice of the best spat mak- 
ing materials, in authoritative styling, expert cutting and 
tailoring—and in the little refinements that distinguish 
quality from mediocrity, Bond Street Spats this year, even 
more than heretofore, continue unreservedly superior. 


Moreover, in reputation and demand and in the fine support 
given Bond Street merchants through its series of nation- 
wide radio broadcasts, smart, distinctive packaging, counter 
cards, etc., they are likewise unique—the fastest moving, 
most profitable line of spats in America. Stock up now 
for a bigger-than-ever demand. Your order will get im- 
mediate attention. 


THE WILLIAMS MFG. COMPANY 


Portsmouth, Ohio 


Millions of football fans are tuning in the weekly 
Bond Street Football Forecasts featuring Coaches 
Anderson, Sutherland, Zuppke, Meehan, Yost, Roper 
and Friedman. Every Friday evening at 10:30 P. M. 
(E. S. T.) over the Columbia Broadcasting System. 





N all the details that make for smartness, snug fit, 








Make the 
New Lexington 
Hotel your 
New York City 
Headquarters 
















An atmosphere of quiet dignity 







pervades the Hotel Lexington. 
Here one lives luxuriously yet at 







rates that promote real economy. 
Its convenient locality, perfect 








cuisine and excellent appoint- 






ments meet your every demand. 






For One Person 
$350 _ $4 _ $5. $6 


For Two Persons 
Only $1.00 Additional, Any Room. 


Each with private bath (tub and shower) 
circulating ice water, mirrored doors 


HOTEL : 
LEXINGTON 


LEXINGTON AVENUE AT 48th ST., NEW YORK CITY 









Frank Gregson, Manager J. Leslie Kincaid, President 






Direction of American Hotels Corporation 
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iy = invites you 


to view a strikingly beautiful collection of 


HAND SEWN ... BENCH MADE 


Spring and Summer 
FOOTWEAR 


to retail from 


"TZ.00) 


DELMAN STYLE STUDIO + DELMAN BLDG. 


558 MADISON AVENUE 


Shoes shown by appointment. Phone PLaza 35-4922 





National Seasonal Opening and Shoe Display Week, November 16th to 20th 


Boor anp SHOB RECORDER 
combining THe SHOE ReralLeR, Nov. 14, 1931 45 











¢*°**The adding machine doesn’t GUESS + 


e eee Machine grading takes the GUESS ee eeee 
out of Shoemaking 


The Coordinated Last and Pattern system is the only method of grad- 
ing lasts and patterns with machine precision. All other grading is 
hand grading and, therefore, subject to inaccuracies. It is practically 
impossible to make “hand-broken” lasts progress up and down the 
size scale without some distortion of proportions. Coordinated Lasts 
and Patterns assure perfect fit through exact union of last and pat- 
tern. Every size retains the same heel height and toe spring as the 
Model 4-B size. The vamp seam comes exactly in its proper piace 
and every line of the pattern is placed with scientific accuracy. The 
Coordinated Last and Pattern system effects a saving in upper 
stock, for there is no surplus leather to be pulled out and cut away. 


Cripples are reduced to the minimum. 


COORDINATED LASTS and PATTERNS 


UNITED LAST COMPANY + BOSTON « MASS. 
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Hi Li Red No. 1226 
Turkey Red No. 1225N 
Orange Glow No. 1500 
Enterprise Blue No. 1315 

















Topo No.. 95 


Rumba No. 65 





; be New Crctle 


Admiralty No. 1300 


True, intense navy blues 


THE CONFUSION IS OVER 


Certain colors are now established as essential— 


the foundation of all Spring lines. 


‘Neutral shades in the new fawn cast 


True browns, light and dark 














For brilliance and fashion interest, there are: 


SUN COLORS 


They are: 





Patou No. 960 





Suanee No. 172 


Buccaneer No. 1312 






Cabana Green No. 1120 


Biscay Blue No. 1320 


Pistache Green No. 1171 


Violine No. 1020 









al cthas C. his, 


cohesiplin by request to | 1702-100 Gold Areet, New huh 
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» Shoe by Corbin-Holmes ‘ 
. Shoe Co., Hudson, Mass. 
“> man's Black Calf— 


me Black Lizard inserts. ” 
a es ‘ : 


Te 
% 





LUSTROUS BLACK... 
by HUBSCHMAN 


@ Superbly finished black calfskin . . . close 
grained, durable, flexible and comfortable—that's 
Tandrite Lustrous Black Calfskin, the highest ex- 
ample of the tanner's skill on the market today! 


Retailers are enthusiastic over the exceptional, 


unusual qualities of Tandrite—the super calfskin. 


E.HUBSCHMAN & SONS inc. PHILA.. PA. 
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R tl in Roch » N. Y., two chimney 
builders had nearly completed a 120-foot stack. 
The staging collapsed. John Kemp grasped the 
coping as he fell and hung on. Neither ladders 
nor airplanes could help him. Over an hour had 
passed when a line from a life gun brought 
‘rescue and John Kemp reached the ground. News- 
paper men marveled at his calm poise. ‘‘How 
did you endure it?’ they asked. John replied, 
“| just figured it was a darn poor time to 
weaken.” 








* 


NATURAL BRIDGE 
SHOEMAKERS 


Division of Craddock-Terry Co. 
LYNCHBURG, VIRGINIA 


New England Distributors— 
McIntosh Co., Springfield, Mass. 


Pacific Coast Branches 
CRADDOCK-TERRY COMPANY 


San Francisco, Cal. Portland, Ore. 
New York Office—Marbridge Building 
Chicago Office — Republic Building 


* 
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THIS IS NO TIME T 
WEAKEN | 


Natural Bridge footwear will remain on the well established retail 
prices of $5 and $6. It is quite possible to cut quality and offer 
the public shoes at $4 and $5. But, as the above story indicates, 
Natural Bridge Shoemakers believe this is no time to weaken. Five 
and six dollars are clearly the “middle of the road” prices which 
meet the eye, foot and pocketbook desires of the public. People 
do not want cheap shoes. They want good shoes first, and at lower 
prices. While Natural Bridge shoes are priced lower to the retailer 
this season, there is nothing in present market conditions or future 
outlook to warrant a retail price reduction of $1.00, or even 50 
cents per pair. 


From the retailer’s angle, the diagram below states the case clearly. 
Very few stores can show a per pair selling cost of less than $1.50 
per pair on men’s or women’s shoes. Markup margin on $5 and 
$4. prices could not possibly equal markup margin on $6 and $5 
prices, in dollars or percentages. Furthermore, to maintain total 
volume, it would be necessary to sell 23% more pairs at $4 and $5 
to equal the same money total at $5 and $6. 
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Natural Bridge shoes will be priced and 
advertised at $5 and $6 with better values 
in style and materials to interest the public, 
and better markup margin to interest the 
retailer. 


No better proof of the soundness of this 
policy can be offered than our busy fac- 
tories, and sales which are ahead of last 
year’s. 
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*/ SPOOLED WOOD HEEL TOPS 
SAVE SILK STOCKINGS 










IVE real advantage to the women who wear 
your shoes. Have all the heel ‘tops and lower 
breast edges spooled or rounded-in. 






You may never have done this, even though it 
made your heels appear lighter and more graceful, 
because heels finished this way (by hand) were not 
unifor 













Now Mears makes heels with tops and breast 
edges rounded by machine with machine accuracy 
and uniformity. Unrounded heels which damage your 
customers’ silk stockings are out of date. Why use 
rough, crudely-spooled heels when you can get them 
smooth and uniform almost to the point of perfection. 












Specify Monospools and INSIST, the genuine 
have this trade-mark on the Heel Seat. 























MONOSPOOL OLD STYLE 





New - Mechanically Hand Rounded 
Rounded 





K FOR THIS 
TRADE ~~ MARK 
ON EVERY HEELSEAT 












FRED W. MEARS HEEL COMPANY, INC. 
AUBURN, ME. - COLUMBUS, O. - ST. LOUIS, MO. - AUBURN, N. Y. 


Associated Companies 
CONWAY WOOD HEEL COMPANY, CONWAY, N. H. 
MERRIMACK WOOD HEEL COMPANY, SALEM DEPOT, N. H. 
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SEVERAL OF THE MANY 


In Stock for Immediate Delivery 


Style 436—Black Royal Calf 
Style 437—Brown Royal Calf 


Perforated blucher, 609 combination 
last, 16/8 leather cuban heel. 


Widths AAAA to C 
Sizes 3% to 10 


Style 436 
Style 437 


Style 428—Black Royal Calf 
Black and white rajah tip and strap. 
Style 429—Brown Royal Calf 
Coffee rajah tip and strap. 


Center buckle 1 strap, 609 combination 
last, 16/8 leather cuban heel. 


Widths AAAA to C 
Sizes 3% to 10 


Style 428 
Style 429 


Style 413-X—Black Glazed Kid 


Center buckle one strap, quarter un- 

derlaid with black and white lizard 

calf, 314 combination last, 14/8 leather 

cuban heel, fiber top, 3/4 length 
counter. 


Widths AAA to EEE 
Sizes 34 to 11 


Style 413-X 
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CODE WORDS 
for telegraphing orders 


320. 
326. 
333. 
412x 
413x 
428 . 
429. 
433. 
436. 
437. 


Barclay 
President 
Golden 
Mirror 
Clarissa 
Parkway 
Electric 
Orange 
James 
Lorimore 











At 


Manufacturers 


Show 


Hotel Commodore 
New York City 
ROOMS 
1009 
1011 


illu -Coon Shoes fila each 
of the five important points 








Wilbur Coon Shoes 


37 Canal Street 








» ROCHESTER, NEW YORK 4, 


Style 433—Brown Royal Calf 
Coffee rajah bow 
Front gore pump with tongue and 
bow, 609 combination last, 16/8 leather 
cuban heel. 
Widths AAA to C 
Sizes 3% to 10 


Style 433 


Style 412-X—Black Glazed Kid 


Center buckle one strap, quarter un- 

derlaid with black and white calf, 314 

combination last, 14/8 covered Cuban 
heel, 3/4 length counter. 


AAAA to EEE. (A to E size 14 up) 
Sizes 2% to 11 


Style 412-X 


Style 333—Patent Leather 
Style 326—Madrid Brown Kid 
Style 320—Black Glazed Kid 


Tongueless tie, 313 combination last, 
14/8 wingfoot heel. 


Widths AAA to EEE 
Sizes 2% to 10 
Style 333 


Style 326 
Style 320 




















YATURAL BRID 


| Jealure 
GENUINE BARBOUR STORMWELT 


IN THEIR POLICE SHOE 


























SPECIFICATIONS . . . . wHowe quarter 


BLUCHER. GENUINE BLACK BOKIDE UPPER. WEST POINT 
LAST. BROWN B & G ANTISEPTIC LINING. LEATHER 
COUNTER POCKET. WATERPROOF OUT SOLE (FULL 
DOUBLE). RUBBER HEEL AND— 


GENUINE BARBOUR STORMWELT 


$350 


“BUILT FOR SERVICE” 


ADDRESS ALL ORDERS TO 


NATURAL BRIDGE SHOEMAKERS 
DIVISION OF 


CRADDOCK-TERRY COMPANY 
LYNCHBURG, VA. 






No, 2122 


IN STOCK 


VE) SIZES 6 TO 12 
< WIDTHS C-D-E 


X ‘ 


ps BARBOUR SteRrwet 













BARBOUR WELTING COMPANY 
BROCKTON, MASS. 
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NATIONAL NEWS 


q HOW’S BUSINESS? > 


———————[—$€—«X—\_—sS_s—==-—_— 


More Men’s Shoes in September; 
Fewer Women’s 


WASHINGTON, D. C.—Total produc- 
tion of boots and shoes in September 
reached 31,554,532 pairs, as compared 
with 29,334,302 pairs in September, 
1930, and 33,474,753 pairs in August, 
1931, according to figures just released 
by the Bureau of the Census. 

Men’s shoe production totaled 7,423,- 
064 pairs in September of this year, as 
compared with 6,567,975 in September, 


PRODUCTION OF BOOTS AND SHOES 
SEPTEMBER, 1931 

PROOUCTION OF FOOTWEAR, OTHER THAN RUBBER, BY MONTHS 
1928, 1990 AND 1931 






MILLIONS OF PAIRS 
SsSeSRBRERSSRSE SEE BE 


gs Fr 





S1S1F/ 2125131818 8] 8l¢ 


1930. Women’s shoes, on the other 
hand, showed a decline from 11,855,527 
pairs in September a year ago to 11,- 
851,461 in the corresponding month this 
year. Increases were shown in boys’ 
and youths’, misses’ and children’s and 
infants’ shoes. 

The total production for September 
represented a decrease of 5.7 per cent 
from the previous month but an in- 
crease of 7.6 per cent over the corre- 
sponding month in 1930. The produc- 
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tion for the nine months’ period from 
January to September, 1931, totaled 
253,046,551 pairs, as compared with 
240,359,773 in the corresponding period 
of 1930. 

Statistics are based upon reports 
from 1165 factories, representing ap- 
proximately 98 per cent of the produc- 
tion of footwear, other than rubber, in 
the United States. 





Cattle Hide Imports Lower 


NEw YorK—Cattle hide imports so 
far this year show a decline of 50 per 





SHOP TALK 


by 
H. F. B. 


Sob sisters are now 
Running rampant 
In the shoe trade. 
They’ve got so 

Bad that they 
Don’t stop at 
Crying over their 
Own poor business, 
But they whisper, 
Between their tears 
That this and that 
Firm is in difficulties 
And that creditors 
Are meeting here 
And there all over 
The country. 


While business isn’t 

So hot right now, 

Yowling won’t help, 

And certainly the 

Practice of spreading 
Unfounded rumors 

Around isn’t helping either. 


We've all got 

Plenty of trouble 

So we're even. 

Let’s make the best 

Of it and meet 

The next sock in the jaw 
With a grin. 






SATURDAY, NOVEMBER 14, 1931 














EVERY WEEK 





cent from the corresponding period in 
1930, according to figures compiled by 
the New York Hide Exchange. 

Imports at three of the leading ports 
of the United States up to and includ- 
ing the week ended Oct. 24, aggregated 
1,229,018 against 2,543,124 hides dur- 
ing the same period last year. 
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Lower Prices 


Kansas City, Mo.—Within the last 
week Berkson’s have reduced their $4.95 
shoe to $4, which will be a permanent 
price, and as a month-end special they 
are offering their Beverly $6.50 shoe 
for $5. Business has been considerably 
stimulated in both of these lines. 

Eighty per cent of the business in 
this department is in suede with al- 
most an even choice between black and 
brown. Fabrics are quite active. 

M. Harris, manager of Berkson’s shoe 
department, has returned from a busi- 
ness trip to St. Louis. 
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Sixth Smith Store to Open 


Kansas City, Mo.—The sixth unit 
in a local chain of retail shoe stores to 
be established since the first of Sep- 
tember by the Smith Shoe Stores, Inc., 
will be opened at the southwest corner 
of Thirteenth Street and Grand Ave- 
nue, where a three-year lease has been 
obtained. 

The Smith group of stores is a local 
institution. Other units are at Eighth 
and Walnut Streets, Twelfth and Cen- 
tral Streets, Thirty-first and Main 
Streets, Thirty-first Street and Troost 
Avenue, and Kansas City, Kan. 

From forty to fifty persons are em- 
ployed by the company. 


——————— 
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N these days of small 
I and frequent merchan- 
dise-replacements, St. Louis’ shoe 
manufacturers offer a real service. 


For here are the largest manu- 
facturers’ ‘‘in stock’’ departments 
to be found anywhere. Fromthem, 
and for the greatbulk of your buy- 
ing, you can get immediate de- 
liveries on the most saleable lines. 


Backed by a transportation ser- 
vice that reaches you in terms of 
hours rather than of days; by mod- 
ern production methods which 


Mahe | 
STLOUNs 


SHOES 


aciww 
Met ouis 


Ww 
Me ST cous 


take advantage of every- 

thing that has gone before; 

and by new style-lines that meet 

the most exacting requirements, 

St. Louis presents your best buy- 
ing source today. 


Investigate! Genuine values, 
such as are unquestionably being 
offered here, can only be fairly 
judged by today’s comparison. 

The St. Louis Chamber of Commerce, through its Mer- 
chandise Department, will gladly give any information 


desired, or answer any questions regarding the St. Louis 


Wholesale Market. 


The ST. LOUIS CHAMBER of COMMERCE 
and the INDUSTRIAL CLUB of ST. LOUIS 
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Texas Convention Plans 


DALLAS—Committees were appointed 
for the joint meeting of the Texas and 
Oklahoma Shoe Retailers and _ the 
Southwestern Shoe Travelers’ Associ- 
ation at a session of the Dallas Shoe 
Retailers’ Association on Tuesday, Nov. 
3, at the Chamber of Commerce build- 
ing. Dates for the joint convention 
are Jan. 24-27, and the Adolphus 
Hotel was definitely decided upon as the 
convention headquarters. 

Announcement was made that the aid 
of the Wholesale Merchants’ Associ- 
ation would be given in advertising and 
sponsoring the activities of the con- 
vention. . 

General mail on the convention will 
not be sent out until December, it was 
agreed at the Nov. 3 meeting, but shoe 
manufacturers are to be notified of the 
details already arranged. 

H. Graves, Sanger Bros.’ shoe 
buyer, was named chairman of the hotel 
registration committee and asked to 
work out the traveling arrangements, 
individual expenses and name essential 
arrangement particulars. John F. 
Willis, W. A. Green Company shoe 
buyer, was named finance chairman. 
Dick Barnett was selected as vice-chair- 
man of the publicity committee to aid 
Ed Easton, and A. L. Elmquist, Nei- 
man-Marcus shoe buyer, was named a 
publicity committeeman. 

That a display of shoes character- 
istic of every country of the world, as 
offered by a private owner in New 
England, will be a hotel lobby attrac- 
tion during the convention was an- 
nounced by C. M. Selby, president of 
the Dallas Shoe Retailers’ Association, 
and Z. E. Black, convention manager 
of the Chamber of Commerce. Enter- 
tainment will include luncheons and a 
final banquet as well as a style show, 
which will possibly be done on a large 
scale with the aid of the Dallas Retail 
Merchants’ Association, Messrs. Selby 
and Black announced. 





Salary vs Commission 


[CONTINUED FROM PAGE 28] 


“This Fall we shall give 4 per cent 
on black suede and 5 per cent on brown 
suede. Our staples and branded shoes 
usually carry 5 per cent. Then our 
short and discontinued lines carry from 
7 to 10 per cent, which takes the place 
of a P. M. system. We pay 10 per cent 
on findings also. 

“Our clerks have a weekly drawing 
occount according to what we feel they 
can earn. This is deducted from their 
earnings and a settlement made the 
10th of each month. The salesperson 
who cannot make his drawing account 
is usually let out; it is seldom we re- 
duce a drawing account.” 

A somewhat similar plan—using 
graduated commissions instead of P. 
M.’s—is indorsed by the GUARANTEE 
SHOE CoO., of San Antonio. “Our men 
work on a straight commission basis, 
with weekly drawing accounts,” says 
E. B. Fisher. 

“In our ladies’ department, new 
styles go into stock carrying 6 per cent 
commission. If a style proves to be a 
slow seller the commission is raised to 
8 per cent instead of putting a P. M. 
on it. 

“Then the odds and ends and short 
lines are run into the ‘Odd Rows’ which 
carry the following commission: 10 
per cent on each salesman’s first $125 
of Odd Row shoes per month, 15 per 
cent on the next $125, 20 per cent on 
the next $125, and 25 per cent on all 
Odd Row sales over $375 for the month. 

“At first consideration these figures 
may seem very high, almost ruinous, 
but the results from the scheme have 
been this: In the six months since the 
plan was inaugurated our ‘hard’ stock 
has been reduced to about one-tenth of 
its former amount, we have gotten 
good prices for these shoes, our men 





have increased their incomes, and the 
morale of the sales force has improved.” 

As a wind-up to the commission- 
payers’ argument, we hear some 
sparkling logic from Charles H. (Dick) 
Runyon, manager of DANIELS & 
FISHER’S shoe department in Denver. 
Mr. Runyon pays a straight 7 per cent 
and, as you doubtless know, his store 
caters only to the very highest class of 
trade. 

“The main objection some have to 
the commission system seems to be that 
it tends to make the salesman overly- 
anxious to make each sale,” says Mr. 
Runyon. “But I tell you the one thing 
customers hate in a salesman more than 
anything else is indifference, a don’t- 
care-take-it-or-leave-it attitude. I con- 
tend that overcoming this spirit of in- 
difference is our greatest selling prob- 
lem today. 

“Customers like to be sold, to be 
greeted eagerly, to be told why. They 
like smiles, enthusiasm, vigor. And as 
for me, I would ten times rather have 
to curb the enthusiasm of an over- 
zealous salesman than try to breathe 
the breath of life into a dead one. I 
think customers feel the some way. 

“Commissions are the human nature 
plan. Every salesman appreciates the 
basic justice of commissions and their 
constant incentive makes a better man 
of him. 

“We allow forty-five minutes at noon, 
but if we are busy the boys are glad to 
delay their lunch time and then are 
never gone over a half hour. Commis- 
sions encourage the suggesting of other 
things, slippers, galoshes, boots, etc. 
And I will say I never have trouble 
with sales being forced in order to 
make a commission. The atmosphere 

[TURN TO PAGE 74, PLEASE] 








Your Customers Get So Much for So Little 





TRADE MARK 


1—Scientific Health Last. 
Foot Developers for growing feet. 


2—-Genuine Goodyear Welts. 
trained especially for making Goodyear Welts 


Designed purposely as 


Made by operators 


6—Fine Grain Calf Leather and Smooth close 
Grain Elkskins. 


7—Seton’s Patent Leather. 


.. RBG.U.S.PAT.OFF.”  « 

Scientific Health Shoes 

« forChildren , 
Insure Normal Feet 
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91 Different Sizes 
AA to D 


The only exclusive 
Goodyear Welt or- 
ganization in the St. 
Louis district. 
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only. 


3—20 different styles in stock with a wide range of 
sizes and widths. 
2144/8 AAA to C 
12/2 AA to D 
8Y4/11% A to D 
5142/8 Bto D 
3/5 CtoD 
Assures perfect fitting shoes. 


4—Shark Leather Tips—protects the uppers. 


5—Grain leather lifts in heels with leather or 
rubber tops. 


THE JUVENILE SHOE CORPORATION 
OF AMERICA 
AURORA, MISS OU RI 
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8—Genuine Spartan Gold Spot Soles—assures flexi- 
bility, longer wear and resistance to moisture. 


9—AII straps French corded—adds beauty. 


10—Twenty styles carried in stock unbranded. A 
beautiful variety of patterns in straps, oxfords, 
and shoes. 


11—All Straps—Kid quarter lining. 
12—High Shoes and Low Shoes all at one price. 


Send for Our Complete Stock Catalog 


Our terms are 5/30 days, net 30 days. 
West of the Rockies and East of the 
Alleghany Mountains 5/20 days, net 40 days 


See our display, Room 744, Commodore 
Hotel, New York Style Show, 
November 16 to 20. 








WHERE TO BUY 
Men’s Shoes 





NETTLETON 
Shoes of Worth 
A. E. NETTLETON CO. 


H. W. COOK, President 
Syracuse, N. Y., U. S. A. 
MEN’S FINE SHOES EXCLUSIVELY 








Stacy Adams Co. 
Manufacturers of 
MEN’S FINE 

SHOES 

















“HIGHEST GRADE ONLY” 


EAST WEYMOUTH, MASS. U.S.A. 








In Stock Service 
F, M. HOYT SHOE CORP. 


eons (EG Manchester, NH.” 





“A MAN’S DECISION” 


THE 


~ 


Beston—183 Essex Street 
N. Y.—915-917 Marbridge Bidg. 











SHOE 


ror MEN 
M.A. PACKARDCO., Makers (P) 
————— BROCKTON 
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THEY WANT TO KNOW 
WHERE TO BUY 


RECORDER subscribers daily ask us where 
to buy -shoes and many other items con- 
nected with the operation of their stores. 
Following are some of the inquiries received 
this week. 

Parties interested in supplying these wants 
should address The Inquiry Dept., BOOT & 
SHOE RECORDER, 239 West 39th St., New 
York, N. Y. 

In no case will the name and address of the 
merchant writing to us be given out. The 
RECORDER however will forward all letters and 
catalogs promptly to the inquirers. Please refer 
to code identifying number. 


N 461. Men’s snappy shoes to retail at $5.00 in 
narrow widths from stock. 
Woven silk labels. 


Men’s and women’s shoes costing around 


N 462. 
N 463. 


N 464. 
N 465. 


Women’s and children’s cheap shoes. 
Men’s and women’s house slippers to 


retail around $2.00. 
Jockey boots. 


Women’s shoes retailing around $10.00 
in extreme widths. Must be an in- 
stock proposition. 


Belting sole work shoe for sheet mill 
trade. 


N 469. Good foot-ball shoes. 

N 487. Gift shoe wardrobe boxes. 
Compartment boxes for Christmas hosiery. 

N 488. Boy’s skating shoes. 

N 489. Men’s Army style shoes, Goodyear welts. 
N 490. Metal taps for tap dancing. 

N 491. Men’s Romeo slippers, heavy soles. 


N 466. 
N 467. 


N 468. 
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Back With Four Stores 


ATLANTA—With the opening of a 
second Burt’s store at 69 Whitehall 
Street, Edison Brothers, who operate 
the Baker Shoe Stores and the Chandler 
shops as well as the Burt stores, again 
have four shoe stores in Atlanta. 

For years Edison Brothers operated 
four Atlanta stores, two Baker and 
two Chandler shops, on Whitehall and 
Peachtree Streets. This Spring the 
two Baker stores were consolidated into 
one store at 55 Whitehall Street; the 
two Chandler stores were also consoli- 
dated into a single store at 172 Peach- 
tree Street, and two Burt’s stores were 


‘added to the chain. 


P. E. Barbour Host to His Staff 


BROCKTON, Mass.— Perley E. Bar- 
bour, president of the Barbour Welting 
Company, last week was host to his 
factory executives, department heads, 
foremen and office attaches at his sum- 
mer home at Marion, Mass. 

The occasion, which marked the an- 
nual get-together of his official family, 
was enlivened by many interesting fea- 
tures arranged for the guests, includ- 
ing a shore dinner, golf, boating and 
other forms fo amusement. 
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Christmas Dollars for Useful Things 
[CONTINUED FROM PAGE 21] 


Never has there been greater variety 
in slippers for women. Satins, crepe, 
brocades are practical, pretty and look 
like thoughtful gifts. The D’Orsay 
models will be far better in most 
stores than mules. 

Another thing to remember is that 
women have become so accustomed to 
high heeled shoes that a flat heeled 
slipper is not comfortable. Heels about 
1% inches high are better than the old 
type flat heel. ; 

Even the old-time kid house slipper 
with flat heel, so acceptable to grand- 
ma, will look more like a gift if you 
put a silk bow on it. Don’t try to sell 
the bows separately. They can be had 
for very little. Either have your 
maker sew them on or do it yourself. 


Retailers Plan Pivotal Meeting 
[CONTINUED FROM PAGE 42] 


accessories will constitute a great mar- 
ket place, bringing together the largest 
assemblage of lines, representing all 
grades and prices, and reflecting all the 
new and latest styles. For an individ- 
ual merchant to visit each factory and 
inspect every line that will be on dis- 
play in Chicago would require weeks 
of traveling and great expense which, 
I dare say, few merchants could afford. 
But our convention brings them all 
to Chicago. 

“And, speaking of styles, another of 
the outstanding features of the conven- 
tion will be the mid-season meetings of 
the N. S. R. A. Styles Committees. 
Last year, at Detroit, these meetings 
attracted hundreds of merchants who 
obtained information that proved in- 
valuable as a guide in buying correct 
styles and selecting the right colors. 
So, we shall repeat these meetings in 
Chicago, in order that the very latest 
information about shoe fashions and 
colors may be available. 

“T extend an invitation to every re- 
tailer to come to this convention which 
is being organized primarily for his 
interest and benefit. In my opinion, 
there is no other investment he can 
make for the betterment of his busi- 
ness that will bring larger dividends. 
Arrange now to come to Chicago. If 
you do, you will return home a better 
merchant, better equipped to ‘carry an’ 
during 1932.” 

The headquarters of the N. S. R. A. 
announces that arrangements for a 
reduction in railroad rates have been 
made, and will be effective from all 
points in this country and Canada. 
When buying transportation, retailers 
should at that time obtain from the 
ticket agent a special convention certif- 
icate, or if he should not have any, a 
receipt showing payment of full fare 
to Chicago. Upon arrival in Chicago, 
the convention certificate, or the agent’s 
receipt, must be validated, and. when 
this has been done, a return rate of one- 
half the regular fare will be extended 





by the railroads. 
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= a step ahead — 
As Leaders in the Shoe Industry, we announce-—- 
Better Values, Bigger Sales, Cash Register Results 








NEVER before has such an admirable line been offered. 


Endicott Johnson have concentrated special effort on pro- 
ducing a line of genuine Calfskin, men’s $3.00 retailers. 


This new line of genuine Calfskin shoes for men will allow 
you a profitable mark-up, to retail at $3.00. Just around the 
corner for both of us there is a great volume of business to be 
had — We want our share of this business and intend to get it — 
upon you alone, Mr. Shoe Dealer, depends the results — When 
you read this advertisement, sit down, anticipate your sales and 
order accordingly. 

The new line is Goodyear Welt sewn. First ta full grain 
coll Sppere — first quality full grain soles — full quarter linings 
with attractive stamped heel pads to match. Each shoe is ex- 
pertly designed in accordance with modern style trends — it 
reflects superior leather tanning and workmanship with unmis- 
takable emphasis. 


Write today for a presentation of this line. 


ENDICOTT JOHNSON 


BETTER SHOES FOR LESS MONEY 
NEW YORK, N. Y. ENDICOTT, N. Y¥. ST. LOUIS, MO. 


District Representatives? Sample Rooms in all Principal Cities 
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WHERE TO BUY 


Men’s and Women’s 
Slippers 
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Ne. 1437—T, 
Kid eres 
$2.35 








} .. B. aan SON CO., Wakefield, soo 





w. s Nn Be SONS, INC., 
ERHILL, MASS. 
Men's Full Leather Lined 
Handturned Slippers 
Priced from $1.85 
Kid Pullman Slippers, 
colors and Black with 
Snap Pocket $1.50 
Zipper Pocket $1.70 
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WHERE TO BUY 
Shoe Forms 


LO 8 OT TO 


‘ . ——“~ 
| Fairy Forms| 
FOR SHOES AND HOSIERY 
made from white, 
transparent or colored 
FAIR YLITE 
Shoe Form Co. Ine., Auburn, N.Y. 





Thoughts in Chicago 


Chicago merchants are of the opin- 

ion 

—that the coming weeks are going to 
show a decided improvement in 
shoe sales. 

—that higher heels on men’s shoes 
are not as popular as they were 
expected to be. 

—that this is going to be a good year 
for cordovan shoes. 

—that all-over alligators were a dis- 
appointment. 

—that a good volume of spat busi- 
ness will be transacted. 

—that suedes, in both black and 
brown, will continue strong for a 
good while, if the present weather 
continues. 


Ideal Baby Shoe Expanding 


DANVERS, Mass.—In spite of the gen- 
eral depression the business of the Ideal 
Baby Shoe Company has steadily in- 
creased. ‘The executives are very con- 
fident of the continued good business, 
so much that contracts for material 
for the year 1932 have been placed in 
anticipation of a still greater volume. 

New and larger offices and ware- 
houses have just been taken in Chicago, 
necessitated by the increasing business 
in the Middle West. W. G. Wells has 
been appointed manager of the Middle 
West district. The new quarters are 
at 1070 and 1071 Merchandise Mart. 

In New York City the Ideal offices 
have been moved to a more advantag- 
eous location in the Central Hanover 
Building, 71 West Thirty-fifth Street. 
Mrs. Elise Gilman is in charge. 

Branch offices are maintained at New 
York City, Chicago, St. Louis and San 
Francisco. At each office a full line of 
Ideal baby shoes are on display and 
every facility is available for the use 
of the buyer. 

Herbert A. Miller of the company 
sailed for Germany Nov. 3 on the Ham- 
burg-American Line in quest of new 
and improved machinery. 

Mrs. A. L. Day has just returned 


.from a business trip to Chicago and the 


Central West, and is especially pleased 
with the prospects of the coming 
season. 


“Forming Iron” Patented 


AUBURN, N. Y.—A recent patent was 
issued to the Shoe Form Company, 
manufacturers of Fairy shoe forms, 
covering a tool, known as a forming 
iron, for use with Fairy forms in form- 
ing sample shoes. This forming iron 
provides a convenient means of insert- 
ing the form as well as withdrawing it 
from the sample. 

Further evidence that the Shoe Form 
Company is constantly working to de- 
velop new types of Fairy forms beside 
improving others, is.shown by the num- 
ber of patents granted to that company 
to date; a total of forty-six, nine of 
which have been allowed during 1931. 
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Keystone Slipper Moves 


PHILADELPHIA—Now fully established 
in their new five-story factory building 
at 1422 Callowhill Street in Philadel- 
phia, the Keystone Slipper Company 
has settled down to uninterrupted pro- 
duction. Herman Prossack, superin- 
tendent of the factory, states that he 
feels that getting fully settled within 
four weeks’ time, and that at the busiest 
period of the year, is quite an accom- 
plishment. 

The Keystone Slipper Company, 
which was organized about 18 months 
ago, moved about Oct. 1 from their 
original location, 427 Arch Street, 
where they occupied one floor, to the 
present building which they occupy en- 
tirely, thereby increasing their capacity 
about four times and giving them a 
normal production of 1500 pairs daily. 
The line, which consists of cement 
process shoes entirely, is composed of 
boudoirs, D’Orsays, house slippers and 
high style sandal types, carried in popu- 
lar priced grades with many lines in 
stock. 

The new plant, which is modern in all 
particulars, well lighted and equipped 
with all facilities, affords opportunity 
for the continued growth and expan- 
sion of the business. 


Answers to “TEST YOUR SHOE 
KNOWLEDGE” Questions 
from Page 13 





1. Named for William E. Gladstone, 
four times Prime Minister to Great 
Britain, in allusion to a famous 
speech in which he declared that 
“the Turk must be expelled from 
Bulgaria, bag and baggage.” 


. A sole leather tanned by chrome 
process first and later by vegetable 
tannage. 


Cotton cloth woven with one warp 
thread alternately under one and 
over two filling threads, forming a 
diagonal effect. 


. A substance, usually compounded 
of gutta percha, ground cork or 
similar elements; used in welt 
shoes to fill in the otherwise vacant 
space, the depth of the welt-thick- 
ness, across the bottom of the shoe. 


If we must name a single essential 
it will be health, without which no 
sustained effort is possible. How- 
ever, not all successful men are 
healthy, nor all healthy men suc- 
cessful; but health is worth all the 
other elements put together. Ask 
a sick man “What price health?” 
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Less 5%—30 Days 


logue. 


$2.35 
Less 5%—30 Days 
to retail at 


$350 
In Stock 





alle selias . . - A complete NEW 
Well - balanced line of 
Men’s Dress Oxfords 
manufactured with New 
England precision work- 
manship, styled for 1932 
BUT priced for 1910. 


Send for illustrated cata- 


Most popular styles F. M. HOYT SHOE CORPORATION 


Manchester, New Hampshire 





No. 130 BLACK CALF OX. 
Black Alligator Trim 


MEET TO-DAY’S PRICE LEVEL 


with a line of shoes which rivals yesterday’s five to six 
dollar sellers. The long, arch support counter feature 
is only one of many selling features. 

The material, quality and finish of this smart corrective 
shoe are the true evidences of real value figured down 
lo present price levels. 


Write us for complete informa- 

Nov. 16 to 20 ion-ant oe NEW YORK 
HOTEL OFFICE 
COMMODORE MARBRIDGE 
ROOM BUILDING 
1474 ROOM 

630 


No. 180 GRAY RING LIZARD WALES TIE 
Black Calf Trim 
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AID 
ARCH 
SHOES 
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IN-STOCK 
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SHOE MANUFACTURING CO 
HARRISBURG, PA. 











WHERE TO BUY 
Modern Misses’ Shoes 
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IN STOCK 
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HOE CO. 
gp DORSETT SOE OO. 








WHERE TO BUY 
Pullman Slippers 








VOLUME a 





Retail at $1.95 
The oi 1 Pullman Slipper made of 
Genuine Glace Kid leather—black, brown 
and other colors—ladies’ and men’s—Also 
fm a variety of imported genuine grain 
oy in = colors. Packed in different 
pouches. 
M. GUSTIN CO. 
112-116 Madison Ave., N. Y. 











WHERE TO BUY 


Women’s Shoes 











FOR WOMEN 


THE JOHN EBBERTS SHOE CO., Inc. 
Buffalo, N. Y. 


Both lines carried in stock. 


FOR MEN 
J. P. SMITH SHOE CO. 
Chicago, Ill. 














Milwaukee a Quality Market 


MILWAUKEE—“In our store quality 
shoes are outselling cheaper shoes by 
a big margin,” says Geo. P. Virmond 
of Caspari & Virmond. “Even under 
existing conditions we still believe that 
quality remains long after price is for- 
gotten, and we are operating accord- 
ingly. We are now selling shoes at a 
reduced price, but they are not cheap 
shoes. We will not sacrifice quality for 
price.” 

Mr. Virmond expressed the opinion 
that the shoe fraternity, as a whole, 
had graded down too fast, and that 
quality has in too many instances been 
graded down with price. He predicted 
that if the present system of sacrificing 
quality for price continues, the shoe 
business will lose its heart. He was 
optimistic about the future of quality 
shoes, and said that in his estimation, 
the present price situation would react 
favorably toward better shoes. 





Not in Trouble 


DetRoiT—Maurice Diem, who has op- 
erated a store at 4834 Michigan Ave- 
nue, Detroit, for six years as Diem’s 
Shoe Store, wants the trade to know 
that he is not now and has not ever 
been connected with either the Diem 
Boot Store, of Highland Park, a sub- 
urb, or Irving Diem on West Vernor 
Highway, who recently filed a petition 
in bankruptcy. Maurice Diem is con- 
ducting an independent store in De- 
troit’s west side Polish neighborhood. 
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Finds Cordovans Moving 


Cui1caGo.—R. E. Kenny, manager of 
the French, Shriner & Urner stores in 
Chicago, feels that the last five weeks 
have shown a definite improvement in 
business. There is, in his opinion, an 
increased demand among men for cor- 
dovan shoes. An advertisement featur- 
ing cordovan shoes was run in the Chi- 
cago Tribune Thursday morning, and 
on Thursday and Friday a new interest 
in these shoes was noticed in all of the 
French, Shriner & Urner stores. When 
a customer wants a heavier shoe, but 
does not like a grain, he can be sold a 
cordovan with but little persuasion. 
Mr. Kenney predicts a bright future 
for this shoe. 


Move Cordovan 


Cuicaco—Arnold Horween, of the 
Horween Leather Company, whose spe- 
cialty is cordovan leather, notices a 
strong demand for this leather. He 
feels that the demand will be even 
greater next year, and bases his opin- 
ion on the fact that cordovan shoes are 
so popular among college men. It 
seems that the younger men accept col- 
lege styles as being correct, and guide 
themselves accordingly in making their 
own purchases. 
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NEW FOR SPRING 








Several new ideas are incorporated in this 
early Spring shoe. It is a black calf tip, fox- 
ing and the same material is used for the 
front stay. Note that this stay extends all 
around the top of the quarter. Black pig is 
used in the vamps and quarters. A fine pink- 
ing on the tip and foxings adds considerable 
snap to the shoe, so that it should be a “best 
bet” in college centers. 





Better Times Ahead, Boston Told 


Boston—A definite prediction that 
business can look forward to better 
times in the early part of next year 
was made by Ralph B. Wilson, vice- 
president of the Babson Statistical Or- 
ganization, in an address at the 258th 
dinner meeting of the Boston Boot and 
Shoe Club on Wednesday of last week. 
Mr. Wilson outlined the forces which 
conspired to bring about the depres- 
sion and showed how other forces are 
now being marshaled to lead the coun- 
try into another era of prosperity. 

The meeting was presided over by the 
club president, Maxwell P. Gaddis. 
Brief addresses were made by Horace 
C. Parker, first treasurer of the club 
when it was organized in February, 
1888, and by Thomas O’Hara, member 
of the Massachusetts Industrial Com- 
mission, who has just returned from a 
trip abroad, during which he studied 
conditions in the countries which he 
visited. 

Several new members were welcomed 
and Secretary Thomas F.. Anderson an- 
nounced that the annual ladies’ night 
has been set for Dec. 9 and that the 
committee on arrangements will include 
an auxiliary ladies’ committee. 





Chicago Shoe Travelers Meet 


Cuicaco—The second Fall meeting 
of the Chicago Shoe Travelers’ Associ- 
ation was held Saturday, Nov. 7. A 
resolution was passed recommending 
that the national convention be held on 
Jan. 8 and 9, instead of the first and 
second. The welfare of Tom Knox, 
veteran shoe traveler, who is seriously 
ill, was discussed at length. Plans for 
the coming year were roughly formu- 
lated in a general discussion. The next 
meeting will be held Dec. 5, at which 
time nomination of officers for the com- 
ing term will take place. 





Mills Represents Colonial 
Boston—Colonial Tanning Company 
has appointed Augustus C. Mills, 327 
Arch Street, Philadelphia, as their rep- 
resentative in the Pennsylvania terri- 
tory. Mr. Mills has been in the leather 





business for over twenty-five years. 
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WITH 


LITTLEWAY LASTING 





THREE WAYS 
SOLE ATTACHING 


ARE POSSIBLE 





CHAIN STITCH (McKAY SINGLE THREAD) 
CEMENT PROCESS 


LOCK STITCH (vouste tHreav) 


THE LOCK STITCH SEAM IS POSSIBLE 
BECAUSE OF THE ABSENCE OF SIDE 


LASTING TACKS IN LITTLEWAY LASTING 


THE LITTLEWAY PROCESS COMPANY 


140 FEDERAL STREET, BOSTON, MASS. 
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WHERE TO BUY 


Children’s Footwear 

















High 
Welt Shoes in Stock. 


Wiswell-Treanor Shoe Mfg. Co. 


Grade Goodyear 


Cedar Grove, Wis. 








MRS. DAY’S IDEAL BABY 





SHOE CO. 


Soft Soles — Inter- 
mediates. Hard 
Soles — infancy to 
four years! 


Danvers, Mass. 








THE 


Children’s Fi ine Goodyear Welt Shoes 


by 
ILBERT SHOE CO. 
wis. 











SHOES 


Finest Quality Children’s Shoes 


Manufactured continuously since 1892 


SHAFT-PIERCE SHOE CO. 


PATENTED 


by 


FARIBAULT, MINN. 











WHERE TO BUY 
Work Shoes 





TS THLBASS & CO. m= s~ WILTON MAINE 








E-] Workers to Give Free Meals 


ENDICOTT, N. Y.—Endicott-Johnson 
shoe workers are planning to give free 
meals this winter to all the needy who 
apply. In a statement published in 
Binghamton newspapers, George F. 
Johnson says: 

“To the Workers: President Hoover 
has called attention to the ‘need of 
communities preparing to take care of 
the unemployed, the needy and help- 
less,’ emphasizing that each community 
should interest itself in the idea of 
organizing to the end that no suffering 
for ‘prime necessities’ should exist. 

“We find ourselves in perfect accord 
with the President on this subject. We 
think it is the right time to evidence 
our interest in the ‘welfare work’ which 
will be necessary, to the end that our 
community may be what they have al- 
ways been—well to the front in every 
work of relieving suffering ’midst 
plenty. 

“The Workers Organization last year 
gave about 250,000 free meals. This 
work was voluntary, and no one was 
‘turned back’ who wanted to enjoy the 
hospitality offered to all. The evidence 
of need was accepted, but the presence 
and voluntary act of the individual.” 

Beginning Nov. 2, the Endicott Diner, 
West Endicott Diner and the Johnson 
City Corliss Avenue Diner, will serve 
“without money or price,” a breakfast 
between seven and nine, and a dinner 
between three and five, to all who desire. 

You are invited to partake freely— 
you and your children, and your chil- 
dren’s children. Nothing would give 
the workers greater happiness than to 
have this service used freely. 

Good, wholesome, substantial food 
will be provided, seven mornings and 
seven afternoons in each week. This 
means that a Sunday service will be 
established, as well as the other six 
days in the week. 

While it is intended primarily for 
the workers and their families, any 
who desire, and express that desire by 
their presence, will be served. 

We served last year a quarter of a 
million. We should not be surprised 
if we had half a million this year, ap- 
plying for this service. We expect the 
food will be better, and arrangements 
will be perfected so that we shall have 
the same or a better service than pre- 
vailed last Winter. 

With the free meals offered by the 
“Broome County Humane” Society, and 
that proposed by the Salvation Army, 
and we understand, the Volunteers of 
America, plus all the other efforts to 
relieve suffering—it would seem that 
our community at least will make an 
effort, as urged by the President, “to 
relieve human suffering.” 





Stewart Leaves Milford Shoe Co. 
MiLForD, Mass.—John Stewart, well 
known factory executive who for the 
past four years has been identified with 
the Milford Shoe Co., has resigned. 
Prior to joining the Milford Shoe Co. 
he was general superintendent of the 
Brockton Shoe Mfg. Co. at Holbrook. 








NEW DISPLAY TREE 








BROCKTON, Mass.—A new window 
display shoe tree, consisting of two 
pieces but giving the appearance of 
three, has recently been developed by 
the O. A. Miller Treeing Machine Co., 
of Brockton. 

This tree is adjustable for various 
shoes with its top marked to imitate 
a three-piece tree, but it is also made 
without markings. 

Heretofore a three-piece tree had to 
be made according to the exact meas- 
urements of the last to fit satisfac- 
torily, limiting the use of the tree to 
the shoe that it was originally made 
for. The new tree lends itself to many 
lasts. 

The new form is made with plain 
or brass plated top, with brass ring 
and knob or pudding stick handle. 





Heel Plants Separated 


CoLUMBUS, OHI0—The Leighton Heel 
Co., chartered with an authorized capi- 
tal of 250 shares of no par stock, has 
been formed under Ohio laws to take 
over the Columbus branch of the Leigh- 
ton Heel Co., with headquarters in 
Lewiston, Me. The incorporation 
means the separation of the Columbus 
factory from the parent company and 
an expansion of its plant. The plant 
is located at 218 North Fourth Street 
and has been operating at a capacity of 
25,000 pairs of heels daily, with about 
50 employees. Incorporators of the 
company are E. W. Dillon, Elizabeth 
Heinmann and Allen Pretzman. Offi- 
cers elected are Leon Leighton, Jr., 
president; Henry W. Bodell, vice-presi- 
dent and general manager, and G. W. 
Bodell, secretary. 





Fred Wassman Dead 


BELLAIRE, OH1IO—F red Wassman, 61, 
a former shoe retailer, is dead at his 
home here. 
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= oe S EN SAT | O N IN SPORT SHOES 


DUN DEER Moccasins 
and Sandals 


H™ it is—a new light weight moccasin for women 
hi es ieee ee a nk and misses—the Moc San. Its unique handcraft 
thing in closed-toe sandals. Price $2.60. construction entirely eliminates the need for nails, staples 
and cement. The result is a smart moccasin that weighs 
only 14 ounces to the pair. Think of the freedom and 
comfort such a shoe offers! 















Dun Deer Moccasins and Sandals 
are suitable for sports, street, beach 
and all informal wear. They a 
come in a wide range of 
= 7 colors. Catalogue sent on 
Dun Deer Moc San comes in full sizes request. = [a l= Sale = fete es 


2 to 8 and in A and C widths. Colors: 


all-over white, brown, black or smoked DUN DEER SANDALS, Ine. Patented hand craft construction 
characterize all Dun Deer Models. 


elk or in contrasting shades of these 
colors. Price $3.10. 4 numbers in stock. Auburn, New York Price $2.35. 16 numbers in stock. 














S EAT your patrons 


Comfortably and 
Economically 
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with American 


INTERLOCKING 
SHOE STORE CHAIRS 





Medel 
No. 708 








Daily The “feel” of Man- 





Rates h e h bet eget of yess re Chairs yo them 
i recognized as standard shoe store seating. Compact, 
attan IS ere, as pinion hy oe ype en fit into less on Yet _— 
are roomy and comfortable. verings are of harmonious 
Sl NGLE well as luxur y of patterns to fit in with interior decorative schemes. A design- 
Q ing and drafting department is at your free disposal. Just send 
$3 appointm ent. 700 rough floor plan for unusual layouts. 
rooms with tub and American Seating Company 
DOUBLE 


$ shower bath, cir- 
5 culating ice water. 


Hotel PARAMOUNT 


46th STREET WEST OF BROADWAY, NEW YORK 
CHARLES L. ORNSTEIN, MANAGER 


a 


General Offices: GRAND RAPIDS, MICHIGAN 
Branches in All Principal Cities 


« Makers of Seating for Shoe Stores, Schools, 
a) Churches and Public Auditoriums. 
wa 


“NEW STYLES IN SHOP 
SEATING” FREE 


Send for this free book of practical seating helps. 
Know the facts about “American” Interlocking Chairs 
—their economy, comfort, beauty. Address Dept. BSI1. 
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WHERE TO BUY 
Ballet Slippers 








BLACK KID BALLET 
SLIPPERS wiv. 
IN STOOK 


ners SHOE CO., Manufacturers 
N. 4th St., Philadelphia 








JHARD TOE DANCING SLIPPERS 
IN STOCK 


Pink. vais $260 


Black <a” PAIR 
Sizes: 5 Childs + 3 8 A ms 
Widths B t 
Send for Catalog Tah 
Agency Proposition 


BEN & SALLY THEATRICAL FOOTWEAR, Inc. 
244 West 42nd St., New York, N. Y. 





















* BLACK KID 
BRIGHT AND 
LEFT 
BALLET & 
RHYTHM 
SANDALS 





Send for catalogue and prices. 
W.M.KILLORAN = © |, Lynnfield, 











PROFIT PRINCIPLE No. 8 





Copyrighted and reprinted by p 


of National Shoe Ri 





Perhaps you don’t think 
you sell ten per cent of 
your pairs for less than 
the price you expected to. 
One of the healthiest in- 
door sports you can do 
with your sales records is 
to find out just how many 
pairs of your total year’s 
volume you do sell at less 
than the intended selling 
price. Maybe you didn’t 
sell them. Perhaps you 
held them and inventoried 
them at the price you paid 
for them. That’s even 
worse. In that case the 
“elusive five per cent” 
would reflect in depreciation if you took 
it as you should take it. 

Like death and taxes, this “elusive 
five per cent” is inevitable. It is there 
whether you reckon it or not, and it 
will show up either in short sales, de- 
creased gross profit, or depreciation. 

In the above figures, this “elusive five 





THE’ 


|Q.000 Ps at*BSC 


leloe T@) 


per cent” is a matter of just about 
fifty cents a pair right over the whole 
sales. 

Ignore it, camouflage it, smudge it, 
or just don’t do anything about it, if 
you will. This shrinkage is there and 
sooner or later must be recognized. 

Better get to it before it “gets” you. 














In Stock Black Kid 
Ballet Right and Left 
Last 
Ladies’ $1.20 pair 
Misses’ $1.15 pair 
Childs’ $1.10 pair 
BLOG SHOE CO., INC. 
147 Duane Street 
New York City 
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WHERE TO BUY 
Dancing Shoes and Taps 








With Taps 


TAP SHOES Attasnes 


IN-STOCK 
No. 9779—Black Kid 
81.45 








No. 9785—Patent 
Leather 


BROOKS SHOE MFG. CO. 
Ritner 
Philadelphia 





PROFESSIONAL 
FLATS * 


* KENDALL’S | 


oe =. 11 Patent Lea. 
en’s 2 to 8, B and C 


Misses’ {1 to 2, B and © 
$1.90 










TAPS 
25¢. a pair 
pa 


Ki 
Women’s 2 te 8, B and C 
Misses’ 11 to 2, B and C $1.65 


* KENDALL SHOE COMPANY * 
HAVERHILL, MASSACHUSETTS 
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J. W. Hoffman in New Post 

INDIANAPOLIS, IND.—J. W. Hoffman, 
formerly manager of the shoe depart- 
ment at Selig’s department store, has 
been appointed manager of the shoe 
department at Rink’s department store, 
succeeding W. D. Owens, who has ac- 
cepted the management of the shoe de- 
partment at the Caheen department 
store, Birmingham, Ala. D. J. Smith, 
formerly manager of the shoe depart- 
ment at Lourin Yocum Company, Jack- 
son, Mich., has been made manager of 
the shoe department at Selig’s. 





New Basement Dept. 


CANTON, OHI0—Seitners, new depart- 
ment store here, opened recently on the 
former location, Third and Market 
Streets, by David Seitner, will maintain 
one of the largest basement shoe de- 
partments in the city. All new fixtures 
and appointments have been installed 
and all merchandise is new. Shoes 
for the entire family will be mer- 
chandised. 





E. A. Clark to Discontinue Store 


CLEVELAND—E. A. Clark, who has 
been operating a shoe store in Euclid 
Avenue under the name of Clark Shoes, 
Inc., has decided to discontinue busi- 
ness. 

Mr. Clark for years was manager 
and buyer for the Stone Shoe Co. in 
Cleveland. About a year ago he en- 
gaged in business for himself. 
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Kayne Buys Hellwarth Store 


CANTON, OHIO—M. Kayne has pur- 
chased the retail shoe business owned 
by the heirs of the late Edward F. 
Hellwarth at Celina, Ohio. The store 
was closed for invoicing and was 
opened under the management of 
Harry Slusser. 





HERE ARE SOME SWELL ALIBIS 


*No. 
*No. 


1—1931 was a “lousy” year. 
2—Nobody spent any money 
in 1931. 


3—There was a Buyers’ Strike 
in 1931. 

4—This was a Depression year. 

5—We were setting our house 
in order. 

6—The whole world’s a terri- 
ble slump. 


7—Look at the Stock Market! 
8—Wait till business comes 
back, 


*No. 


*No. 
*No. 


*No. 


*No. 
*No. 


*No. 9 

*No. 10 

*No. 11 (Add 4 of your own here. 
*No. 12 

Etc., Etc., Etc., Etc., Etc., Etc., Etc. 


*“But you can’t laugh off about eight bil- 
lion dollars’ worth of retail sales in the 
Automotive Trade during 1931.” says the 
Automobile Trade Journal of Philadelphia. 





> THE PURPOSE OF BUSINESS IS PROFIT 4 


ad 


Boot AND SHOE RECORDER 
combining THE SHog Retaiter, Nov. 14, 1931 








a 
mM dee ee # 


- 9 he 
Th Th rn rn 


n 
la =| Ss - TH 


Boor AND 
combining 














High Upward Steel yon gi 
— Sprung Shock Ahead 
Hee! Shank Absorber Pivot 


ae, 


eRESALOS 








These 


AKTIVATOR 


Features 


greatly simplify your 
selling on the floors: 


. Straight forward tread 
. Sprung-up inner sole 
. Steel shank on outside 


. Special heel gives grace, 
poise, comfort 


. Smart styles 
. Perfect fitting lasts 


7. All widths and sizes carried 
in stock 


8. Popular prices 


mo De 


a o 
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ike a Lall Tower 
in a Drab 


N times like these when there 

apparently isn’t enough busi- 

ness to go around, the wise retailer selects lines that 
have distinction—lines that for some reason or an- 
other stand out like a tall Tower in a drab sky-line. 
Thus they center the attention of the buying public 
on their particular store. 


Shoe retailers have such opportunity with AKTIVA- 
TOR feature shoes, for men, for women and for chil- 
dren. AKTIVATOR features make people walk 
nature’s way—feet parallel instead of toes out. Mag- 
azines and newspapers are full of editorial articles by 
doctors, foot specialists and even fashion authorities 
urging people to walk this way. AKTIVATOR ad- 
vertising is planned to take full advantage of this free 
publicity. And it is focused directly on the franchise 
holder’s store. ; 


Study the possibilities of the AKTIVATOR franchise. 
Ask the Central salesman, or write us direct. 


CunrRar, SHon C 


st. Lous, MANUFACTURERS. U.S.A. 


AKTIVATOR 


FEATURE SHOES 


for Men — for Women — for Children 
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WHERE TO BUY 


Dancing Sandals 
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COUNTLESS SALES OPPORTUNITIES 


WITH THIS CAPEZIO SLIPPER 
This flexible, well made slipper is ideal ie all 
types work, Ballet work, Stud ‘tudio — Gym- 
nasium and dames Built famous 
qapeate Coneave Arch. You" it have plenty of calis 
STUDENT BALLET 
Black Kid to retail profitably 
at $250. And Se, tans 

t! 





ite Soe Kid at 
$1.65. Also available 
in men’s sizes. 


CHICAGO 
STOCK DEPT. 
159 No. State St. 


LOS ANGELES 
STOCK DEPT. 


Main Office and Factory 1533 Rosalia Read 
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WHERE TO BUY 
S pats 


6 8 8 eA ree ET 


SWI ed WI WI WIL IANS 


BOND STREET 


Best known de- 
manded line. Styled in 
England and made in a 
full range of sizes and 
correct colors. Backed by 
powerful radio advertising 
over a Columbia Broad- 
casting System network— 
Supported by strong mer- 





: chandising helps, attrac- 

tive packages, etc. Immediate delivery from s 

Write for samples. 

THE WILLIAMS MFG. soarany 
Portsmouth, Ohio, U. S 
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WHERE TO BUY 
Riding Boots 





RIDING BOOTS 
IN-STOCK 
For Men, Women and 
yp ee 

nn 


Write for catalog, 
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Mrs. Anthony H. Geuting 


PHILADELPHIA— Mrs. Anthony H. 
Geuting, wife of the president of the 
A. H. Geuting Company, who is also 
president of the National Shoe Retail- 
ers Association, died last Saturday af- 
ternoon in University Hospital, at the 
age of 47 years. She had been in the 
hospital three weeks after suffering 
three months from a disease which baf- 
fled physicians. 

Mrs. Geuting, who before her mar- 
riage in 1908 was Miss Nellie Louise 
Metzger, was born in this city, the 
daughter of E. Louis and Mary Hogg 
Metzger. Her father, of pioneer stock, 
organized the firm of Hogg & Metzger, 
later becoming president of the retail 
carpet firm of Ivins, Deitz & Metzger, 
of this city, which became Hardwick & 
Magee. Her mother was a daughter of 
William Hogg, whose ancestors made 
the first ingrain carpets in Philadel- 
phia. 

Well known as a public-spirited cit- 
izen, active in civic affairs, Mrs. Geu- 
ting was a director of the Northern 
Home for Friendless Children and a 
member of the Women’s City Club of 
Philadelphia, Overbrook Civic Society, 
the Matinee Musical Club and the 
Overbrook Presbyterian Church. She 
was a graduate of Miss Hill’s School. 
Her home was at 451 North Latches 
Lane, Merion. 

Besides her husband, Mrs. Geuting 
is survived by her mother, Mrs. John 
Kendig, and two daughters, Mary 
Elizabeth and Catharine Josephine 
Geuting. 


Mrs. George W. R. Hill Dies 


BROCKTON, Mass.—Within two weeks 
of her 75th birthday, Mrs. George W. R. 
Hill died at her Brockton home, Nov. 7, 
following a ten days’ illness caused by 
an attack of acute indigestion. She 
was the wife of George W. R. Hill, who 
for forty years represented the Boor 
AND SHOE RECORDER in the Brockton 
district. 

Mrs. Hill had been active in char- 
itable organizations, had appeared in 
amateur theatricals for years, and her 
gracious personality made her beloved 
throughout the Brockton district. 

Besides her hushand, she leaves a 
daughter, Mrs. Beatrice Hill Redding, 
of Brockton; two sons, Roger Bartlett 
Hill, of New York City, and George 
Roger Hill, of Los Angeles, who raced 
across the country and arrived Satur- 
day morning in time to find his mother 
still living. 

Funeral services were held at the 
Unity Church, Brockton. 





Thomas Lord 

MANCHESTER, N. H.—Thomas Lord, 
86, retired veteran hotelman and tan- 
nery owner, died, Nov. 1, at his home, 
778 Beech Street, following a long ill- 
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ness. He was a resident of this city 
for many years. 

Mr. Lord who entered the business 
world at the age of 21, began his career 
in this city in 1886 when he conducted 
a tannery where the Langdon Millis 
now stand. 

Leaving this city, he went to Stone- 
ham, Mass., Johnstown, N. Y., and 
Nashua, where he was actively engaged- 
in the tannery business. In 1902, he 
purchased the New Manchester House, 
now the Rice Varick hotel and through 
this enterprise became well-known 
among the traveling public. He also 
was well acquainted with leather deal- 
ers. 

He was born in Bradford, Eng. His 
wife, Ellen R. Lord, died in April, 1928. 
Survivors include a son, Russell Lord 
of Somerville, Mass.; a daughter, Mrs. 
Daniel E. Kennedy of Chestnut Hill, 
Mass.; three grandchildren and a niece 
and nephew. 


Harry S. Bullett 


BuFFaLo, N. Y.—Harry S. Bullett, 
who for 39 years had conducted a re- 
tail footwear store at 56 East Seneca 
Street, died suddenly of a heart attack 
in Fort Erie, Ont., while returning from 
a hunting trip in Canada. Born in 
Thetford, England, in 1863, Mr. Bullett 
came to Buffalo in 1888. For some 
years he worked as a cobbler and in 
1892 he established a shoe store in East 
Seneca Street, which he conducted up 
until the time of his death. The Bullett 
Shoe Co. has been closely identified with 
the progress of Seneca Street as a 
shopping center. 

Besides his widow, Mr. Bullett is sur- 
vived by a son, Arthur E. Bullett, and 
three daughters. He was a member of 
the Maple Street Baptist Church. 





George F. Lotz 


MapIson, InpD.—George F. Lotz, 82 
years old, one of the few remaining 
custom shoemakers in Indiana, died re- 
cently following an automobile acci- 
dent. Mr. Lotz sustained a broken hip. 
He was born in Cincinnati and came 
to this city when a boy with his par- 
ents. He and his two brothers opened 
a small factory for custom made shoes. 
Mr. Lotz was in the same location for 
fifty years. His brothers several years 
ago opened the Lotz Brothers Shoe 
Store, dealing in retail shoes. He is 
survived by the widow and four chil- 
dren. 


Otis B. Cook 


ANSONIA, ConN.—Otis B. Cook, re- 
tired shoe retailer, died at his home 
here Oct. 31. He came to Ansonia in 
1899 from Providence, R. I., and took 
over the shoe business of H. H. Porter 
at 210 Main Street. He conducted the 
business successfully until Oct. 8, 1920, 
when he sold out to William F. Nye, the 
present owner. Mr. Cook was a native 
of Colchester, Conn. He is survived by 





his wife, Mrs. Josephine W. Cook. 
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Fashion Follows 
the Sun, South! 


For there are thousands who still clip coupons, attend the 
opera, play the races, and enjoy southern winter resorts. 


The Sandal type is ‘“‘the” style for evening dance parties, and 
will be “the” most popular style with those bound for the 
warm southern resorts. 


NUVA is especially adaptable to women’s fine footwear of 
dainty design and pattern. It imparts to the shoe all the 
smartness of fabric, and gives to the wearer all the comforts 
and wearing qualities of fine light-weight calf leather—shape- 
holding, mellow, glove-like feel, fine grain with a tight break. 
It comes in a range of lovely colors and designs, and is sun 
fast. 





























The attractive sandal _ illus- 
trated is one of the new spring : . . 
calines Sets em Ctaeeaanl Dainty patterns of NUVA will be very popular with smartly 
line of Lape & Adler Company, dressed women next spring and summer—and will be worn 
ean extensively at the fashionable winter resorts. Jt will give 


new profit zest to retailing. 


Color swatches are available on request. 


THE OHIO LEATHER COMPANY, Girard, Ohio 
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WHERE TO BUY 


Bowling Shoes 








BOWLING SHOES 


Prefeosienal 





Left Foot— 
Buckskin sole and 
rubber heel 








BROOKS SHOE MFG. COMPANY 
and Ritner Streets, Philadelphia, 





| ila ail 


WHERE TO BUY 


Vamp Easers 





ire of 


Vamp }:zers 





Vamp Ezers are curved strips of soft felt with 
serrated edges, gummed, ready to attach in- 
stantly. Relieve pressure from underside of 
vamp at edge. 2 Dozen pairs, in individual 
attractive packages, on one display card, $1.60. 


Address The Pats Ce., Danbury, Conn. 











New Enzel Store Opened 


INDIANAPOLIS, IND.—Enzel-of-Paris, 
Ine., bootiers, with headquarters at No. 
6 Fauborg, St. Honore, Paris, France, 
opened a shoe shop, Saturday, Oct. 24, 
at 24 North Pennsylvania Street. 

Miss Dorothea Kenna, stylist for 
Enzel, arrived by plane with several 
new Paris creations in footwear, and 
welcomed women at the opening on 
Saturday. 

Warren Overstreet, who for the last 
fifteen years has been associated with 
the shoe business in Indiana, is man- 
ager of the local store. 





Mammoth Lines Reorganized 


TerRE Haute, IND—The Mammoth 
Shoe Company, 517 Wabash Avenue 
here, has installed several new lines and 
has reorganized the store completely, 
according to Louis Phillips, manager. 
He was assisted in the reorganization 
program by Harry Levin of St. Louis. 
The store now handles Enna Jettick, 
Wilbur Coon, Emerson and Walter 
Booth shoes for men, women and 
children. 





New Repair Department 


Axron, OH10O—C. H. Yeager Co., 
which had opened a new unit of its 
department store announce a complete 
shoe rebuilding department will be 
maintained in the basement. This de- 
partment is new to the Yeager Com- 
pany which has been in business many 
years on S. Main Street. 





> ON THE SELLING END « 


News of the Travelers and Sales Activities 








Colonel Weiss Promoted 


New ORLEANS— 
The traveling shoe- 
man coming to 
New Orleans will 
recognize in the 
above Col. Sey- 
mour Weiss, who 
has now been pro- 
moted from man- 
ager to vice-presi- 
dent and manager 
director of the 
Roosevelt Hotel, 
New Orleans, La. 

Colonel Weiss is 
an old shoeman, and began his shoe 
career in 1915, with the Crossett Shoe 
Store, which was one of the largest ex- 
clusive shoe stores in Canal Street. 
Weiss was then assistant manager to 
the late Edward Weil, owner of the 
Crossett Shoe Store. 

In 1925, when the Vaccaro Brothers 
bought the old Grunewald Hotel, Mr. 
Weiss, after ten years with the Crossett 
Shoe Store, made his entry in the 
hotel business. He was made assistant 
manager of the Roosevelt Hotel (for- 
merly the Grunewald Hotel) and served 
as assistant manager and manager un- 
til Oct. 1, 1931. He then received his 
promotion as vice-president and man- 
ager director of the Roosevelt Hotel. 

Colonel Weiss is very popular not 
only with the traveling shoe man, but 
with all traveling men who come to 
New Orleans. He has always taken 
care of the men on the road, with the 
best kind of sample rooms. During big 
conventions, and the Mardi Gras sea- 
son, when the hotel is crowded to its 
capacity, the Colonel gives instructions 
to his clerks to take care of the travel- 
ing men, and the price of their rooms 
is never raised. 





Col. Seymour Weiss 


Frank B. King with Wolff-Tober 


Frank B. King has joined the selling 
staff of Wolff-Tober Shoe Manufactur- 
ing Co. of St. Louis. His headquarters 
will be at the Republic Building (Room 
1116), Chicago, and he will cover all 
the big cities in the territory from 
Chicago east. Mr. King is perhaps the 
best known shoe traveler in America. 
He has represented the National Shoe 
Travelers Association at every national 
styles conference and was a most active 
participant in the successful conference 
of last month. He timed his visit in 
New York so as to be one of the first 
traveling men at the new Waldorf- 
Astoria. Hotel, where he was greeted 
by the management as an old friend 
and patron. He has been traveling and 
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selling high-grade shoes for so long that 
legend has it that style in shoes began 
with him. 


Roseman Goes With Charles Meis 


Edward Roseman of Baltimore, Md., 
formerly with the Muskin Shoe Corpo- 
ration, has become connected with the 
Charles Meis Shoe Mfg. Company and 
in the future will distribute their line 
of Hug-Tite stylish corrective footwear 
in the territory from Philadelphia 
South, through Washington and Balti- 
more to Savannah and Atlanta West to 
New Orleans. 

Mr. Roseman has been connected 
with the shoe trade for a number of 
years and is well and favorably known 
by the shoe buyers in the territory 
which he is to cover. 





Rowan Regular Airplane Passenger 


Frank Rowan, who sells the leading 
accounts in the Eastern section of the 
country for the Joseph F. Corcoran 
Shoe Co., Brockton, is a familiar figure 
these days to the pilots of airplanes 
between New York and Boston. His 
record of twelve flights between New 
York and Boston in five weeks will 
stand for some time among the shoe 
traveling fraternity. 





Garrett Gets New Post 


N. C. Evans, general sales manager 
for the Natural Bridge Shoemakers, 
announces the appointment of Curtis 
Garrett of St. Joseph, Mo., as division 
sales manager for the middle and 
southwestern territory. He will tell 
the story of Natural Bridge through 
traveling men to merchants in this big 
division. 





Sam Ruggles With Middleboro Firm 


Samuel Ruggles, at one time a part- 
ner in the Schwarz-Ruggles factory, 
has become associated with Leonard, 
Shaw & Dean Co., of Middleboro. Mr. 
Ruggles will represent the South Shore 
factory on the road carrying the 
Schwarz-Ruggles shoe now being made 
by the Middleboro factory. 





Indiana Travelers Plan 


INDIANAPOLIS—A tentative program 
for the annual convention of the In- 
diana Shoe Travelers Association to be 
held Feb. 1-2 at the Claypool Hotel, 
will be arranged at the next meeting of 
the association which will be_ held 
Nov. 14. 
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UAC 


If you are interested in Cemented Shoes 


we suggesi that you see 


THE NEW 


SILHOUWELT 


SHOE 
and 


THE NEW 


UCO 


(TRADE-MARE) 


SHOE 


Hotel Commodore, New York, Rooms 825-829 
November 16, 17, 18, 19, 20 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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A DEPARTMENT 
WHERE EMPLOYER 
AND EMPLOYEE, 
BUYER AND SELLER 


MEET . 
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SALESMEN WANTED 


SALESMEN WANTED 


POSITION WANTED 








Increase Your 
Income 


Side Line Salesmen to carry four 
samples of men’s elk leather qual- 
Ity work shoes. Made by Patented 
Process Goodyear Welt. Established 
trade in some territories. Out- 
standing repeater. In stock widths 
A to E. Commission paid monthly 
on direct and mail-orders. Prefer 
salesmen located in their territory. 
State territory covered and line 
carrying. 

Address C-687, care Boot and 
Shoe Recorder, 239 W. 39th St., 
New York, N. Y. 











CHILDREN’S SHOE 
SALESMEN 


Wanted to sell Skeezix shoes. A line of fine 
shoes smartly styled and popularly priced. A 
complete in-stock service in Infants’, Childs’, 
Misses’, Growing Girls’, Gents’ and Boys’. N. 
Y. State and Conn. are fully covered. All 
other states east of the Rockies are open for 
representation. Men with children’s shoe ex- 
perience and established following preferred. 
Apply by letter only, stating full details re- 
garding past experience and references. Ad- 
dress, 


DR. A. POSNER SHOES, INC. 


140 West Broadway, New York City’ 











SIDE LINE INFANTS’ PREWELTS 
AVAILABLE for men om established trade. 
Stock proposition. Liberal commission. Old 
established house. Address C-592, care Boot & 
Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 





S ALESMEN-—Sideline. Strictly Commission 
basis. For all territories. To handle line of 
cheap women’s and children’s footwear. Ad- 
dress C-669, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 





SALESMAN wanted to carry side line In- 

fants’ Prewelts. Reply with references. Ad- 
dress C-679, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 





SALESMEN WANTED—Large Saint Louis 
wholesaler of Women’s In-Stock footwear 
will distribute fast line of novelty shoes to 
retail at $2.00. CALIFORNIA, TEXAS, 
OKLAHOMA, LOUISIANA, GEORGIA, 1S 
LINOIS, OHio, and other excellent territories 
open. Strictly commission proposition; can be 
handled as side line. This is real money making 
opportunity. When applying state road selling 
experience. Address C-688, care Boot & Shoe 
seenener, 239 West 39th Street, New York, 


S ALESMEN WANTED ute are interested 
in making a profitable a permanent con- 
nection. TEXAS, LOUISIANA, KENTUCKY 
AND TENNESSEE, Fae 3 ‘AND SOUTH 
CAROLINA, IOW. AND NEBRASKA, 
NORTHERN CALIFORNIA, WASHING- 
TON AND OREGON and other desirable 
territories open. Our line of fast selling high 
styled novelty shoes priced to retail at $3.00, 
$4.00 and $5.00 is nationally sold and well 
established. If you are a live wire salesman 
with a real desire to make money write us 
giving road ~_e experience and age. Ad- 
dress SHU-STILES, Inc., 1330 Washington 
Ave., St. Louis, Mo. 


SALESMEN—Profitable Sideline. On. strict- 
ly commission basis to sell new complete line 
of women’s sport oxfords and sandals. In 
stock and make up. Some mid-west and eastern 
territory open. Give full particulars and refer- 
ence in first letter. Address C-682, care Boot 
& Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 


SALESMEN for territory north of Mason- 
Dixon line. Fast in-stock line of Ladies’ 
Novelties retailing at $1.98. Straight commis- 
sion. Address C-690, care Boot & Shoe 
spreaeder, 239 West 39th Street, New York, 











Vv yr desirable territories open for High 

Grade Salesmen with established trade to 
carry our line of Rochester made Children’s 
Shoes. —e Pag op paid. Spring 
Samples now Write full particulars 
ry? SHOE. CORPORATION, Rochester, 


FOR RENT 


OR RENT—Shoe store, old established stand 
centrally located in Lancaster, Pa., equipped 
with shelving and fixtures, greatly reduced 
rental inquire 251 N. Queen St., Lancaster, Pa. 





SALESMAN—Not now employed. Expert 
fitter. Graduate Dr. Scholls and Wizard 
schools. Corrective fitter for children and 
adults. 17 years’ experience. Have been man- 
ager and assistant to buyer. n trim win- 
dows, etc. Married man. Five children. Write 
GEORGE W. SHINER, 1789 Tiers St., Pitts- 
burgh, No. 6, Pa 





POSITION WANTED—Manager for store 
or shoe department. Eleven years thorough 
shoe experience in business for self. Buying, 
selling, merchandising, stock records, etc. Fa- 
miliar with chain store operation. NAT 
SIMON, 74 William Street, Newburgh, N. Y. 





Buyer or Manager, a man who has a thor- 
ough knowledge of the retail shoe business and 
one who can make a profit for a shoe depart- 
ment or store. To prove my ability will start 
at a reasonable salary and a percentage of the 
profits. Best of references furnished as to my 
ability and character. Address C-685, care 
Boot & Shoe Recorder, 239 West 39th Street, 
New York, N. Y. 





BUSINESS OPPORTUNITY 


OPPORTUNITY for shoe pattern man with 
capital to invest in well established three 
machine pattern shop in Boston. Twenty years 
in business. Address C-683, care Boot & Shoe 
Recorder, 140 Federal St., Boston, Mass. 








OPENING FOR ASSURED SHOE BUSI- 
NESS, OFFERED FOR A SHOE DEPT., 
IN A LEADING MEN’S STORE. 30 foot 
frontage, 100% location, active business lo- 
cated in a good Westchester town. Established 
25 years. Very attractive arrangements. Only 
established concerns need apply. Address 
C-684, care Boot & Shoe Recorder, 239 West 
39th Street, New York, N. Y. 





LINE WANTED 





LINE WANTED for Maine, New Hampshire, 
Vermont and Eastern Massachusetts by a 
salesman who has three hundred and sixty two 
accounts in women’s medium priced welts, Mc- 
Kays and comforts. Cying to the closing of 
the factory, now available for new line. Has 
led all salesmen of the house during the past 
six months. Address C-686, care Boot & Shoe 
~~ 239 West 39th Street, New York, 








CLASSIFIED ADVERTISING 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. 
Minimum charge 75 cents. For all other classified advertisements the rate is 7 cents per word. Minimum charge 
$1.25. When a box number is desired twelve words should be added for the address. In all other cases each 
word of the address should be counted. 
The rate for all displayed classified advertisements is $5.00 an inch with a maximum of 45 words. 
Classified advertising is payable in advance. 
8 Advertisements for this page must be in our New York office on Friday of the week preceding publication. @@ 


RATES 
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FOR LEASE 


MERCHANTS’ NEEDS 


MERCHANTS’ NEEDS 





P HILADELPHIA— Opportunity to secure a 
store on Chestnut Street near Eleventh— 
Heart of heavy pedestrian traffic—New building 
—100% location for shoes—Attractive term 
lease. JOSEPH H. KASS, Franklin Trust 
Building, Philadelphia, Pa. 





FOR LEASE. Space for ladies shoes of the 
popular price and better type, in established 
ladies ready-to-wear store, g location, city 
of 45,000 in West Texas. Address C-689, care 
Boot & Shoe prema. 239 West 39th Street, 
New York, N. 





FOR SALE 





Shoe or clothing store. Best location in city 
of 5000, with 8 Sanitariums, having 1000 tran- 
sients year around. Stores separate, connected 
A “-. JENKINS & HOWELL, Martins- 
ville, Ind. 





WANTED TO PURCHASE 








We will ray the best price for 
your surplus or entire stocks of s 


general merchandise or department 
stores. ses assumed. 

Phone - Write - Call 
All matters strictly confidential. 


I. SIMON CO. 


101 Reade St., New York City 
Phone Worth 2-5922 











We will buy from manufacturers, 
jobbers, and retailers, entire or 
surplus stocks of shoes. Our outlet 
enables us to handle large and 
small quantities. 

INC. 


KIRSCH-BLACHER CO., 
590 Broadway New York 
Phone CAnal 6-4298 and 4299. 














MERCHANTS’ NEEDS 













































































— i _ Milbradt 
-——| Rolling Step Ladders 
Loruee| Enable you to reach your 
Le * pene shelves convenient- 
—-- Bt ly. 
eg a ET They last a lifetime 
_ “| Are made \ any style, 
a ae shape or size to fit any 
a : kind of shelving. 
Se <P wae. - general catalog 
—~ an et us gs it th 
= =| best ladder for your use. 
Milbradt 
=| Manufacturing Co. 
= Established 1895 
2416 No. 10th Street 
ST. LOUIS, MO. 
Everything for Your Windows 
Futuristic Displays and 
aga egg 
Painting Settin “en wivoted "ieee 
ings, in enes, jeur 
poser Borders oo ers, viata 
g ma Fells, Pte +1 Valances, — = 
elal, for Faney Paper 
Price Ti - Bw 
DAVE’S DISPLAY DECORATIONS 
118 West Kroadway, New York 
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Modernistic 
Xmas Ticket 


will add color and attractive- 
ness to your Holiday trim. 





Actual size—die cut. Red and 
green design, black figures, 
white background. 


6 dozen @ $1.05 
12 dozen @ 1.85 
24 dozen @ 3.25 


A Profit Chart free 
with 24 dozen order. 


(Samples on request) 
Check with order, please. 
Merchants Service Dept. 


Boot and Shoe Recorder 


209 South State Street 
Chicago Illinois 











Free Shoe Repairing 


BuFFALo, N. Y.—F ree shoe repairing 
for the unemployed and poor of the 
city will be one of the feature exhibits 
of the Buffalo Shoe Repair Association 
at the annual Better Homes Exhibition 
in Broadway Auditorium during the 
week of Oct. 26. 

There will be a complete working ex- 
hibit of modern shee building and re- 
pairing machinery and equipment, it 
was announced by George Benson, 
president of the Buffalo Shoe Repair 
Association, and authorization for free 
shoe repairs will be made by the munic- 
ipal department of public welfare, the 
orphanages of the city and other in- 
stitutions. 
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New Improved 


Pouy Cure 


for Price Tickets 


TILTS AT ANY ANGLE 
$5.00 per gross $2.75 half gross 
Batief ‘action rantee 
M. D. POULING R COMPANY 
216 Holland Bld«.. St. Louis, Mo. 











RECORDER 
Window Display 
CARDS 
for NOVEMBER 


come a typical comment: “We find 
ecard service very valuable and in- 
dispensable. o 

















We have mil 
to be 


Thanbful 


Sor-- 


Good health- 
Desire to Serve- 
Loys! Triends- 
and Customers. 





Colorful, Artistic 
14 Different Texts 
to Select from 


Cards 7 x 12—3 colors 
Price Tickets Included 


Special Introductory Service 
3 cards, with blank tickets 


without card holders....$1.50 
per month 

6 Card Service............ $3.00 
8 Card Service............ 4.00 
12 Card Service............ 5.00 


Card Holders Supplied 


Samples sent on request. 


Merchants Service Dept. 


BOOT & SHOE RECORDER 
1334 .Republic Bldg. 
Chicago, Ill. 











New Atlanta Shop 


ATLANTA—The Stacy Boot Shop is 
Atlanta’s newest shoe store. The com- 
pany is incorporated with J. G. Sulli- 
van, formerly manager of the Emer- 
son Shoe Store, as president, and Joseph 
W. Ellison, well-known Atlanta shoe 
man, as secretary and treasurer. The 
new shop is located at 64 Broad Street, 
N. E., and will handle Stacy-Adams 
shoes exclusively. 
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Daily Rates Reduced 


4 


“A Few Short Blocks from Exhibit Headquarters” 


THE NEW 


FORREST 


HOTEL 


WEST Prva ST.. JUST 0 OFF BROADWAY 


Corner from 50 Th 
$2.50 per day without bath. ROOMS wot oF at PRIVATE sae #, SHOWER, 
$3.00 per day with bath. - CIRCULATING ICE. ICE WATER AND RAD’ 
$4.00 per day double, with bath. “B5° SUITES ACCOMMODATING UP +350 
SINGLE $7.50 to. $10.00 | PER *OaY DOUBLE 






} 


at 4Q* and Lexington 





Has all the comforts 
of a private club. 
most enjoyable 


Home of the famous swimming pool. 


FLION 





NEW YORK Chain 





JAMES A. noo 





BEFORE OR AFTER ATTENDING THE DAILY . _ 4 
AS WELL AS BEFORE THE TRE, DINE IN THE 


MIRROR ROOM 


CLUB BREAKFAST 25c LUNCHEON 65c DINNER $1.00 
WRITE OR wae FOR RESERVATIONS TO INSURE 


'HOICE ACCOMMODATIONS 
MANAGER 


Store Efficiency 


records are made available — 
to independent retailers in the 


Recorder’s Stock Record System 
(either in cards or book form) 


Samples on Request 


MERCHANT’S SERVICE DEPT. 
209 S. State St., Chicago, Ill. 





Walk-Over Salesmen Out 


BROCKTON, Mass.— Carrying a new 
line of Walk-Over women’s footwear at 
reduced prices, the sales force of this 
division of the George E. Keith Com- 
pany are now invading their terri- 
tories, following a factory conference 
held last week. 

Harold C. Keith, president of the 
company, made a huried trip from Eu- 
rope in order that he might give an 
actual picture of conditions abroad, as 
compared with this country, at the 
sales conference. 

Vice-President George H. Leach, who 
presided at the banquet which brought 
the sales meeting to a close, reviewed 
the high lights of the entire conference 
and presented facts to substantiate his 
assertion that business is on the up- 
ward trend. 

Frank E. Packard presided at the 
merchandise meeting held earlier in the 
week, while Harold W: Copeland con- 
ducted the sales forum. C. P. Hanly 
and H. M. Montgomery, the company’s 
advertising counsel, attended the meet- 
ings. 
The following salesmen were pres- 
ent: Horace N. Baker, Irving F. Briggs, 
J. Joseph Condon, Arthur R. Coraver, 
Raymond E. Jackson, Howard N. 
Keene, Ralph B. Mendall, Clinton J. 
Porter, Frank B. Riddleberger, Mose 
Smith, Hugh A. Stubbins, Frank Tilt, 
William E. Vawter, Elmer L. White 
and Roger E. White. The spirit of the 
conference was highly optimistic. 





Eaton Salesmen in Conference 


BROCKTON, Mass. — Much _inteerest 
and enthusiasm marked the semi-an- 
nual sales conference of the C. A. 
Eaton Shoe Co., last week, with every 
salesman of the Brockton factory in 
attendance. 

C. Chester Eaton, president of the 
company, outlined the company’s pro- 
gram for the coming season and re- 
vealed a large number of new accounts 
opened during the past season, in spite 
of general conditions. 

The new line of boys’ and little 
gents’ shoes introduced early in the 
year by this factory has played a lead- 
ing part in the opening of new ac- 
counts. The company features the 
Crawford and Eaton lines of men’s 
shoes, but its growth in the juvenile 
field has been a matter of comment in 
the trade for some time. 

The following salesmen attended the 
meeting, at which Fred D. Rowe, vice- 
president and sales manager, presided: 
E. S. Kornsand, H. M. Drake, Sol Gard- 
ner, William Cooper, H. R. Levy, J. J. 
Kaltenbrun, G. J. Cohen, F. E. Hart, 
A. A. Fineman, James Stein and E A. 
Shapperd. 


New Slater Shop 


MIAMI, FLA.—Slater’s, who operate 
several stores in the South, have opened 
a new shop, known as Slater’s Boot 
Shop, at 33 East Flagler Street, this 
city. 


72 


Selby in Good Position 


PORTSMOUTH, OHIO—In sending out 
the regular quarterly dividend checks 
of 35 cents per share on the common 
stock and $1.50 per share on the pre- 
ferred stock, Roger A. Selby, president 
of the Selby Shoe Co., enclosed a state- 
ment which in part is as follows: 

“While the Selby Shoe Co. does not 
make quarterly statements, I am glad 
to inform you that the earnings of the 
company have been maintained at a 
rate in excess of the current dividend 
requirements, and the company con- 
tinues in a strong financial position. 
Because of the long continued depressed 
financial conditions, it has become in- 
creasingly difficult to maintain the sales 
of quality shoes. The fact that the 
earnings of this company have con- 
tinued at a satisfactory level during 
these times is attributed to the unusual 
efforts made to secure business, and to 
the fact that beginning more than a 
year ago the company instituted a pro- 
gram of strict economy, with the result 
that operating costs have been greatly 
reduced. Had we not been prompt to 
meet the demand for shoes at a re- 
duced price, our volume would have 
been less. As general business im- 
proves, the demand for quality foot- 
wear will increase, and on the basis of 
our present minimum operating costs, 
this should quickly be reflected in the 
earnings of the company.” 

The outlook for the company’s busi- 
ness next year is favorable. 
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BUSINESS CHANGES 


CALIFORNIA—Los Angeles—Coast Shoe Co. 
(Ltd.); wholesale and retail boots and shoes; 
recently incorporated. 

INDIANA—Elkhart—Sam Cibull (‘‘Sam’s Cut 
Price Store”) (702 S. Main St.); boots, shoes, 
etc.; sold or closed out business. 

Gary—Jake Tropp & Co., Inc.; boots, shoes, 
ete.; recently incorporated. 

MASSACHUSETTS — Boston — Stanford Shoe 
Co.; manufacturers; reported changing name to 
Stratford Shoe Co. 


MICHIGAN—Highland Park—M. S. Arnovitz, 
Inec.; boots, shoes, etc.; recently incorporated. 

MISSOURI— North Kansas ee Graham- 
Baker Clothing Co.; boots, shoes, etc.; reported 
liquidating. 


NEW JERSEY—Newark—Joseph Klinger (235 
W. Kinney St.); boots and shoes; reported 


selling or sold out. 
Paterson—Leffertz, Inc.; boots and shoes, inc. 


authorized capital $125,000. 


Lady Fair Trading Corp.; boots, shoes, etc. ; 
recently incorporated. 

NEW YORK — Brooklyn — B. Dreiblatt (2049 
86th St.); boots and shoes; reported selling or 
sold out. 

Philip Kesner, Inc.; boots and shoes; recently 
incorpora' 

Glen Cove—Charles Miller (27 Glenn St.) ; 
boots and shoes; reported selling or sold out. 

New York City—Comis Shoes, Inc.; boots and 
shoes; recently incorporated. 

Dasha Bootery, Inc.; boots and shoes; inc. 

Inc.; boots and 


authorized a age = 000. 
Indian Trade Shoe Shops, 
shoes; name Be to Cut Rate Shoe Store, 
ne. 
White Plains—Harrilow Shoe Corp. ; boots and 
shoes; inc. authorized capital $10,000. 
PENNSYLVANIA — Harrisburg — Feldman’s ; 
ts, shoes, etc.; inc. authorized capital $5,000. 
lhenandoah—Weiss & Kaitz (35 S. Main St.) ; 


boots and shoes; partnership dissolved; suc- 
ceeded by Joseph Weiss. 





FAILURES, EMBARRASSMENTS, Etc. 


ARKANSAS — Brinkley — A. Goldberg; boots, 
shoes, etc.; reported offering to compromise at 
25 per cent. 

CALIFORNIA—Oakland—Joseph Tochterman 
(1002 Washington St.); boots, shoes, etc.; re- 
peated assigned. 

San Luis Obispo—Lelands (875 Higuera St.) ; 
——. , shoes, etc.; reported petition in bank- 
ruptcy. 

GEORGIA — Atlanta — Philip Sherman (331 
Peters St.) ; boots, shoes, etc.; reported petition 
in bankruptcy. 

ILLINOIS—Chicago—Axman Weiss Shoe Co., 
Inc. (303 West Monroe St.) ; wholesale boots and 
shoes; creditors’ committee appointed to liqui- 
date the business. 

Peter Clug (5143 S. Ashland Ave.); boots 
and shoes; reported petition in bankruptcy. 

Hubbard Shoe Co. (“S. M. Hubbard, Prop.’’) 

Shoe Store”) (804% E. 63rd St.) ; 

boots and shoes; reported assigned. 
Louis Lieberman (3227 Armitage Ave.) ; boots, 
ported led meeting of creditors. 
“(Monticello Bootery”) (7002 N. 
Clark St.); boots and shoes; reported assigned. 

Peter Klug (1323 W. 79th wondd — and 
shoes; reported petition in bankrup 

Samuel Light (746 W. 79th £4 ); ; boots, 
shoes, etc.; reported petition in bankruptcy. 

Mount Vernon—William Sebel’s Shoe Store 
(“American Shoe Store’) ; boots and shoes; re- 
ported called meeting of creditors. 


INDIANA — Loo, — George W. Tewell 
LW pai Toggery”); boots, shoes, etc.; re- 
receiver ap ae. 
prow A—Boone— Cannier Co., Inc. (109 
Story St.) ; boots and ; a. reported assigned. 
KANSAS—Atchison—Louis Seff (714 Com- 
Ave.); boots, shoes, etc.; reported 


petition in bankruptcy. 

MASSACHUSETTS — Boston — Frank Wasser- 
man (36 Spring St.); boots and shoes; re- 
— assigned. 

ieewesl--etien Chipman (1038 Washington 
St.) ; boots and shoes; reported petition in bank- 


ruptcy. 
MISSISSIPPI — Hattiesburg — McInnis Bros., 


Inc.; boots, shoes, etc.; reported petition in 
bankruptey. 

NEW JERSEY — Roselle Park — Herman L. 
Kohn (121 Chestnut St.) ; ts, shoes, etc. ; 
reported petition in bankruptcy. 

NEW YORK — Brooklyn — Philjay Shoe Co., 
a U Ss saeneaeaiaaie reported petition in bank- 


= Sonnenblick (“Jack’s Bootery”) (606 
— Ave.); reported called meeting of credi- 


i" riendship—Ben Reisman; boots, shoes, ete. ; 

eported petition in bankruy ptey. 

“ew York City—Irving’s Bootery, Inc. (106 E. 
14th St.); boots and shoes; reported called 
meeting of creditors. 

Zeitz & Wallacohn, Inc. (24 W. 4th St.) ; shoe 
manufacturers; reported called meeting of credi- 


tors. 

Louis Rubin (‘‘Orthopedic Shoe Shop’) (1008 
Southern Blvd.) ; boots and shoes; reported as- 
sign 

Port Richmond—Harry Sager ; boots and gy . 
reported ca. lea meeting of creditors for Nov. 

yracuse—Harry Gurewitz (935 Townsend Bi): 3 
boots, shoes, ete.; reported petition in ban- 
ruptcy. 

OHIO—Lebanon—L. R. Yeinder (“Economy 
Boot Shop”); boots and shoes; reported as- 
signed. 

Sandusky—Ben Miller (“Quality Boot Shop’’) ; 
boots and shoes; Sine petition in bank- 
ruptcy. 

OKLAHOMA—Chickasha—Roy L. Jones; boots 
and shoes; reported petition in bankruptcy. 

PENNSYLVANIA — Indiana— Harry Louis 
Heyman (“The Hub’); boots, shoes, etc.; re- 
ported petition in bankruptcy. 

VERMONT—Morrisville—Max Myerson; boots, 
shoes, etc.; reported petition in bankruptcy. 

VIRGINIA—Newport News—R. F. Hall, Inc.; 
boots, shoes, etc.; reported petition in bank- 
ruptcy. 

WEST VIRGINIA—Weston—McCray’s ; 
shoes, etc.; reported assigned. 


boots, 





NEW SHOE STORES 


peigetntton N. Y.—Albert DeGroat, Danforth 
lock. 

Danville, Va.—Danville Department Store, 319 
Main St. 


Montgomery, W. Va.—Bakers-Mearns Co. 
Leos Angeles, Cal.—Coast Shoe Co., Ltd. 
Clarksville, Ark.—J. W. Dickerson Cash Store. 
McLean, Tex.—Worthen Dry Goods Co. (soon). 
Melvin, Tex.—A. L. Joplin (soon). 
Hazlehurst, Miss.—Roy Tomicich. 

New York, N. Y.—Fashion Foot Wear, 191 


Delancey St. 

New York, N. Y.—Reliable Economy Shoe 
Shoppes, 55 E. 167th St. 
— York, N. ¥.—Trooper Shoe Co., 347 Rider 

ve, 
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Phoenix, Ariz.—The Specialty Shop, 22 E. 
Washington St. 

Barron, Wis.—Thompson & Co. 

Jacksonville, Tex.—Wade L. Smith. 

Adams, Ky.—J. T. Pack. 

San Antonio, Tex.—Golden Rule Store, 221 E. 
Houston St. 

Batesville, Ind.—Batesville Department Store. 

Upper Lake, Cal.—The Wauchop Co. 

Waurika, Okla.—L. M. Cohen. 

Plains, Kan.—H. H. Matkin. 

Paterson, N. J.—Lady Fair Trading Corp. 

Celina, Ohio—M. Kaye. 

Jamestown, Ky.—Dunbar & Coe. 

Sumner, Ill.—Huebner Merc. Co. (soon). 
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BUSINESS 
BAROMETEI 
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Marshalltown, Iowa—Montgomery Ward & Co. 
(soon). 

Glendale, Cal.—Sears, Roebuck & Co. (soon). 

Kalamazoo, Mich.— Sears, Roebuck & Co. 
(soon). 

Meriden, Conn.—Ives, Upham & Rand (new 
dept.). 


Fort Worth, Tex.—Family Shoe Store. 

Fort Worth, Tex.—United Shoe Store. 

Alexandria, La.—The Ames Co., Third and 
Washington. 

Johnson, Neb.—H. J. Schneider. 

Valley View, Pa.—Samuel Paul (soon). 

Pomona, Cal.—115 W. Second St. 

Dorchester, Ont., Can.—Wm. Wallis, Hamil- 
ton Road (soon). 

Melbourne, Ont., Can.—James Pettit (soon). 

Mobridge, S. D.—Mankoff & Co. (soon). 

New York, N. Y.—Wm. Morris Shoe Corp. 

Harrisburg, Pa.—Feldman’s. 

New York, N. Y.—H. Farkas, Inc. 

Charlotte, Mich.—Fred A. Richey Co. 

Newark, N. J.—Rosenblum, Inc. 

Newark, N. J.—Sobel’s, Inc. 

Jersey City, N. J.—Richard Shoe Stores, Inc. 

New York, N. Y.—Philip Kesner, Inc. 

New York, N. Y.—Wm. Morris Shoe Corp. 

Binghamton, N. Y.—Binghamton Leather Co. 
(new dept.). 


Estherville, Iowa—Steele Clothing Co., Fifth 
and Lincoln (soon). 

Auburn, N. Y.—Enna Jettick Corp. 

Madison, Wis.—Arenz Shoe Co., 225 State 
St. (soon). 

Bloomington, Ill.—Sample Shoe Mart, Inc., 


116 N. Main St. 

New York, N. Y.—Charlotte Cut Price Shoe 
Co., Inc. 

New York, N. Y.—Amo Manufactcring Co., 
Inc. 

Los Angeles, Cal.—O’Donnell Shoe Co. 
Alma, Cal.—C. J. Aggergaard. 

Firebaugh, Cal.—F. F. McKinney. 

Everett, Wash.—Rumbaugh’s. 

Seattle, Wash.—Nifty Dry Goods Co., Calif. 
Ave. and W. Alaska St. 

Powell Butte, Ore.—E. Peterson. 

Ridgefield, Wash.—J. D. Montgomery. 
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Salary versus Commission 
[CONTINUED FROM PAGE 55] 


and policies of the house make the boys 
know that that practice would never do. 

“T practically never have to discharge 
a salesman. Under our system the 
weak ones automatically eliminate 
themselves and the strong ones stay.” 

And so we bring this debate to a 
close by summing up the arguments 
made in favor of commission payments 
as against straight salaries. 

1. Commissions are based on the eter- 
nal human nature appeal—do more, get 
more. 

2. Commissions put a clerk in business 
for himself, make a better man of him, 
and keep him from _ deteriorating 
through the dry rot of too much se- 
curity in his job. 

3. Good salesmen usually prefer com- 
missions, poor men prefer straight sal- 
aries. 

4. Commissions promote faster sell- 
ing. (And did you ever notice how 
often the fastest man in the store is 
also the most satisfactory and most 
reliable man?) 

5. Salespeople recognize the justice 
of commissions. They question the 
justice of salaries. They know they de- 
serve more money eventually as they 
sell more goods. Why not now—week 
by week? 

Looking at one way, the boss is al- 
ways on commission—the more effective 
his efforts, the more he makes. Why 
not apply the same principle to his 
help. 

Now, ladies and gentlemen, you have 
heard eminent authorities sponsor both 
sides of the debate between straight 
salaries and commissions. 

The fact that these authorities differ 
makes it plain that you, too, must de- 
cide upon your own plan largely ac- 
cording to your individual conditions 
and requirements. 

As a further discussion of the wage 
question you will be interested in a 
wide survey of P. M. systems to be 
presented in an early issue. 


Correction 

In our issue of Oct. 31, under the 
heading of “New Shoe Stores,” the 
Morrisette Shop was incorrectly listed 
as having opened at Elizabeth City, 
N. J. The correct address is Eliza- 
beth City, N. C. 
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Youth wants the best — 
and finds it in the GG 
United Cushion Heel ... 
SMART, NEAT, LONG- 
WEARING and CLEAN. 
No nail holes to track 


stones indoors. 


On the best shoes! 


Look 
for the 


“ D “a 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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SHOE > >THE OPERATION MUST BE 
SPEEDY anp FOOL- PROOF 







Vulco-Unit Box Toes have proven worthy of 
confidence over a long period of time. Scienti- 
fically constructed to meet every exacting require- 
ment, operators everywhere, know they can de- 
pend on Vulco-Unit Box Toes to produce the 
best results. 

Happy Landing or Perfect Box Toes — the oper- 
ation must be speedy and foolproof. 


Vulco-Unit Box Toes are Both. 


BECRWITH: MFG * COMPANY | 


STATLER BUILDING... BOSTON, MASS. 
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THE VULCO- UNIT 


A FOOL” FROOF 





BOX TOE 
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IS THE PUBLIC UNREASONABLE? 


It is looking 
for reliable shoes 
at lower prices 


Creese & Cook Co. have never produced finer calf 
leathers than today, and at prices consistent with 
today’s levels. 


Responsible manufacturers who are using these 
higher value leathers are strengthening their position 
with their trade and with the public. 


We repeat—the public is looking not for cheaper 
shoes but reliable shoes at revised price levels—and 
finer leathers are the means of answering this 


95 SOUTH STREET, BOSTON, MASS. 
TANNERIES AT DANVERSPORT, MASS. AGENTS IN ALL PRINCIPAL SHOE MARKETS 
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EDWARDS 


IN-STOCK 
SHOES 


are the “anchor to windward” 
which holds many a merchant's 
profits steady when the winds of 
adversity howl. You can always 
depend on Edwards’ quality. You 
can always depend on Edwards’ 
service. You can always depend 
on a profit when selling Edwards’ 
shoes. 
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THE FULL SPRING LINE 
WILL BE ON DISPLAY AT 
HOTEL COMMODORE 
ROOMS. 1039 - 104! 
NOVEMBER I6TH TO 20TH 


W. J. LIGGETT and JACK J. SANTRY 
IN CHARGE 











J. ‘Edwards G& ‘om 314-322 N. Twelfth St., Philadelphia, Pa. 











